











SPECIALIZED AUTOMOTIVE LISTS 


. . . 375,000 names—the most com- 
plete and detailed coverage of the 
automobile industry, including — 





PONTON 


DIRECT MAIL 


TO PUBLISHERS WHO WANT 
SUBSCRIBERS — 


YOUR PROSPECTS ARE HERE! 


. « » These and many other Lists com- 
piled and arranged in any desired 
financial and geographical classifica- 
tions . . . Addressing done directly on 
your own promotion literature. 


@ 1,725,000 PROFESSIONAL PEOPLE 

@ 4,000,000 BUSINESS EXECUTIVES 

@ 15,000,000 HOME OWNERS 
26,000,000 HOME MAKERS 
15,000,000 BUSINESS MEN 


LIST 







AUTO ACCESSORIES RETAIL 
AUTO FILLING STATIONS 
AUTO FILLING STATIONS AND 
GARAGES COMBINED 

AUTO FILLING STATIONS OPERATING 
RETAIL ACCESSORY OUTLETS 

AUTO GARAGES 

AUTO GARAGES ALSO SELLING 
ACCESSORIES 

AUTO DEALERS ALSO OPERATING 
GARAGES AND FILLING STATIONS 
AUTO DEALERS ALSO OPERATING 
RETAIL ACCESSORY OUTLETS 
AUTO REPAIR SHOPS, <3 







AUTO TIRE DEALERS, EXCLUSIVE 
AUTO RECAP AND VULCANIZERS 
NEW CARS (by makes) AND USED CAR 
DEALERS 





THE ‘BACKBONE’ OF BUYING POWER 


... 115 million names carefully and 
accurately compiled to include both 
individual and business names — to 
insure that ‘direct-to-the-spot’ mail- 


ing. 






MAILING 


® MANUFACTURERS © WHOLESALERS © 
MERCHANDISE RETAILERS © BUSINESS 
MEN COVERING UNITED STATES @ MALE 
FACTORY WORKERS © FEMALE FACTORY 
WORKERS © SERVICE COMPANIES ¢ 
ARCHITECTS © ENGINEERS © ATTORNEYS 
© ACCOUNTANTS ¢ TEACHERS ¢ PHYSI- 
CIANS © DENTISTS © OPTOMETRISTS @ 
OPTICIANS © NURSES ¢ HOUSEWIVES 
© BETTER CLASS HOME OWNERS e¢ 















CHIROPRACTORS, etc. 





oa SERVICE 


WORLD-WIDE MAILING LISTS 





Foreign and domestic... PONTON’S 
‘up-to-the-minute’ Lists of Business 
and Professional classifications, 
compiled and arranged for every 
purpose — in every country. 





W. S. PONTON 


INCORPORATED 


44 Honeck Street 
Englewood, N. J. 


50 East 42nd Street 
New York 17, N.Y 


MUrray Hill 7-5311 ENglewood 4-5200 
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When booklet covers .. . in- 
struction books . . . menus call 
for cover stock and the 
work’s to be done by offset 
duplicator you can run into 
trouble. But not if you use 
Atlantic Cover. 

The finish of some cover stock 
is just too hard to “‘take’’ the 
ink. The result? smearing, 
offsetting, ink that’s still wet 
weeks later. 


ATLANTIC BOND 


Yu (oxi GoWiong 


ona 


WELL MADE 
COVER. 


Next time you've an offset du- 
plicator job to be done on cover 
stock — try Atlantic. You'll 
find it a thirsty, workable 
paper that turns out clean, 
clear jobs time after time. 
Atlantic Cover prints well, 
folds well and comes in a rain- 
bow range of attractive colors. 
For sample packets write 
Eastern Corp., Bangor, Maine. 
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MADE BY EASTERN CORPORATION + BANGOR, MAINE 








Our cover salute this month goes to 
the distinguished gentleman trom Con 
ordia, Kansas, Senator Frank Carlson 


tor his achievement in having 


completed the first thorough study of 


the Post Office Department. 

Last vear, when the Post Office was 
demanding increased rates (which 
many of us thought were arbitrarily 
ind unwisely fixed), Senator Carlson 
introduced a resolution to establish a 
temporary Citizens’ Advisory Council 
to make a study of the entire postal 
system 

While the House Committee held 
hearings on a loosely-drawn postal rate 
bill, Senator Carlson resisted pressure 
from above and refused to yo ahead 
with Senate hearings until his com 
mittee could complete its work. (See 
Reporter tor November 1953 


I Tillotson s work on Ad 


scribing Jack 


. de 


isory Council.) 

On January 18, 1954, Senator Carl 
son released tor public consumption 
(although few people have been able 
to get one of the 300 copies printed) 
1 364-page report, which contains: (1) 
the recommendations of the Citizens’ 
Advisory Council appointed under S. 
Res. 49; (2) the reports of the various 
sub councils appointed under that Res 
olution: (3) a study of the cost ascer 
tainment system by Pgice Waterhouse, 
Inc.; (4) the report of the National 
Education Association on the contribu 
tion to education made by material 
transmitted through the mail; (5) a 
report of the National Industrial Con 
ference Board, which assesses general 
welfare aspect of the Post Office in its 
contribution to the economic vitality of 
America; and (6) a report on a survey 
made by Air Transport Association on 
possibilities of all first class mail being 
dispatched by air for delivery to peints 
more than 400 miles. 

This reporter spent the major por 
tion of two weekend days wading 
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HOW TO GET THE RIGHT START IN 
DIRECT MAIL ADVERTISING — by Harrie A. Bell . 


MY MAIL ORDER DAY — by Jared Abbeon 


DIRECT MAIL DIRECTORY 
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MAGIC CARPET FOR DIRECT 
MAIL SALES—by Dudley Lujkin. Field Editor 


READERS ARE READY 
TO LAUGH!—by William T. Tucker 


$15,000,000 IN SALES FROM 7,000 PROSPECTS 
DIRECT MAIL BUILDS A CHURCH 


STIMULATING HOTEL SALES 
THROUGH DIRECT MAIL by Leonard Hicks, Jr. 
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Whatever products your catalog will be designed 
to sell. it will be, itself, a product of paper. So 
start right there. Choose a paper that will do 
justice to the reproductions of the products it 
must sell, and thus increase your chances of 
making people buy. For the best by letterpress, 
insist upon Brack & WuiTe ENAMEL, the aris- 
tocrat of glossy coated. For tops by offset, specify 
Moistrite Orrset. These are only two of many 
Mead Papers which include covers in a wide 
range of colors. Mead Papers mean business, as 


your printer or lithographer, backed by America’s 
leading paper merchants every where, will tell you, 


BETTER IMPRESSIONS, @ colorful 4 
quarterly now in its fourteenth year, 
shows Mead Papers at work. Called 
“the most stimulating paper demon- 
strator ever produced,” each issue 
is chock-full of ideas. If you are an 
advertiser or a creator or producer 
of advertising of any sort,ac ompli- 
mentary copy will be mailed to you 
in exchange for your request on 
your business letterhead 





THE MEAD CORPORATION “Paper Makers to America” 


Sales Offices: The Mead Sales Co., 118 W. First St., Dayton 2-New York+Chicago+ Boston: Philadelphia+ Atlanta 
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Compare Notes with the EXPERTS 


Many of the country’s most 


' jirect ma advertisers re 
MADDERN recommended mailing 
because they know, from experier 
thet the hundreds of fresh 
hws we handle p record-breakir 
turns and protits 

These 
yet they 
lists. Many 
of them 


other + 


tad 
trends 
5 M addressed 
SEND COUPON FOR FREE DETAILS 
Charter Member National Council 
Mailing List Brokers 


witta MADDERN, Inc. 


215 Fourth Ave. New York 3, N.Y 





Without obligation, send us comolete de 
tails about more responsive mailing lists 
Name 

p 


Product ofr 


Service 
Company 


Address 





FULL COLOR 
POSTCARDS 
for less than I¢ apiece! 


+z Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with theirexclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
other uses. Write today for free 
samples and price list. 


Department R-2 


H. S. CROCKER CO., INC. 


SAN BRUNO CALIFORNIA 








desianed Headings, 1,2 &3 

pistineTive ee ideas for arrangement 

Retterheads of copy. iitustrations. lettering 

> | Ot?) Re 

ut those who dasitn. produce. sell 

or use Letterheads. LETTER ART, CaRnmet 6. IND 
SAMPLE SECTION MAILED ON REQUEST 


through the 364 pages. Hard read 
ing . . . but we wish more peopk 
could see and study the complete re 
port rather than the more or less con 
tused digests in ne wspapers and maga 
zines. To create a demand for a much 
needed reprinting, we suggest you 
write Senator Carlson or your own 
Representative and ask for a copy. It 
cost $100,000 to prepare... so you 
taxpayers ought to be able to see the 
results. In many ways, the Carlson 
Committee report is a_ historical docu 
ment. It analyzes the Post Ofhce as itt 


has never been analyzed betore. 


The Price Waterhouse study is ex 
tremely valuable, for it contirms many 
of the things we people in direct mail 
have been yapping about for years . . 
namely, that there should be a clear 
cut separation between public service 
functions and commercial services. You 
can't run a successful “business” when 
a big lot of customers are free load 
ers ... Which is the case when the 
Post Office operates for all other de 
partments and when a majority of the 
torty thousand post offices are not self 
supporting, but are necessary as 
public service. 

The Carlson Advisory Council made 
twenty eight concrete recommenda 
tions (all amplified by explanations, 
descriptions, exhibits, etc.). The first 
nineteen applied to internal efficiency, 
cost saving, employee relations, etc. 
The last nine were, briefly (20) All 
Post Office Department rates and fees 
should be set by Congress. (21) The 
cost of services performed by other 
government departments tor the Post 
Oftice Department should be charged 
to the Post Oftic« 


Any sums expended tor tree 


Department. (22) 
postal 
services, for international postal ser 
vices, and tor services performed tor 
other government departments should 
be covered not from Post Office rev 
enue but from the general funds of 
the Treasury. Any loss of revenue duc 
to preferential rates, as described in 
the Price Waterhouse report, should 
be offset by the general funds of the 
Treasury. Any expenditures which can 
be justified only on a national wel 
fare basis, as described in the same 
report, should be reimbursed from the 
general funds of the Treasury. (23) 
Congress should employ a group of 
technical specialists to conduct con 
tinuing studies of postal rates. (24) 
Postal rate increases should be immedi 
ately considered by the Congress. (25) 
The Research and Development Di 
vision of the Post Office Department 
should be 
funds for a research program designed 
facilities and 


supplied with adequate 


to develop machines, 
methods. (26) When introduction of 


new machinery or facilities involves 
an initial capital investment requiring 
an appropriation trom Congress, the 
Research and Development Division 
should justify that investment through 
an authoritative and detailed forecast 
of the savings which may be expected 
from the use of the proposed machinery 
or methods. (27) Legislation should be 
a revolving fund 


- 


enacted to provide 
type of financing and to authorize 
adoption ota business type budget in 
the Post Ofhce Department. (20) Public 
Law 199, 82nd Congress, (concerning 
size and weight of parcel post) should 
be repealed, and weight and size limi 
tations should apply unitormly to all 
post offices. Those recommendations 
seem logical. 

But the Carlson Committee report 
stirred up a storm in Washington. 
Postmaster General Summertield im 
mediately labeled it “ridiculous” 
and ted out news releases saying he 
was prepared to refute it in entirety. 

On January 20, Summertield sent to 
members of Congress (and to the 


press) copy of a survey reportedly 
made for him at a cost of $12,000 by 
Wengel Service Corporation, Princeton, 
N. |. Two thousand persons were ap 
proached with loaded questions and 
the report indicated that 78% “be 
lieve” higher postal rates are necessary 
Not a very scientific approach. 

Summertield was immediately in 
hot water... for the United States 
Criminal Code (Title 18, Section 1913 
and Title 2, Section 266) prohibits at 
executive branch of. the government 
trom spending money tor the purpose 
of influencing legislation. There will 
probably be a bitter battle over this 
point. No one can foretell the out 
come, but it has been rumored that 
it might result in the PMG going 
back to selling automobiles. 

In the meantime, Senator Carlson 
has aked tor a sixty-day waiting per 
iod, during which committee members 
can study the Advisory Report. But 
the House Post Office Committee has 
been high-pressured by the White 
House and Summertield to push 
through the PMG’s rate increase bill 
in spite of the doubt thrown on it by 
the Carlson report. 

What will happen is anybody's guess. 
Surely the Carlson report deserves seri 
ous study ... not a discourteous 
brushotf as “ridiculous.” 

At any rate, we'll salute the Kansas 
Senator. After six 2-year terms in the 
House; two terms as Governor ot 
Kansas; three years in the Senate 
he knows his way iround the political 
hullabaloo of Washington. Here's hop 
ing he will be able to instill calm rea 


son into the contused postal situation. 
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... the time-tested multi-purpose 
reproduction unit. The only one of 
its kind! 


The same Davidson machine does 
offset (both dry offset and regular), 
letterpress and embossing (employ- 
ing electrotypes, type slugs and rub- 
ber plates ). 

Simple, rapidly made adjustments 
permit the most economical method 
of printing to be selected by the 
operator and set up on the same 
machine. The Davidson is converted 
and ready to operate in a matter of 
minutes. Short runs or long runs 
offset, letterpress or embossing— are 
handled with equal effectiveness. 

This is why more and more print- 
ers accept Davidson as their versatile 
workhorse having big profit-margin 
qualities, requiring less investment 
and giving bigger returns. 


Davidson gives you this variety of 
processes on the same machine: 
@ offset, regular or dry @ embossing 
@ letterpress @ rubberplate printing 
@ imprinting or numbering 
@ simultaneous two-sided printing 


Davidson gives you this efficiency: 
@ quick conversion from offset to 
letterpress 
@ variable speed control up to 6,000 
per hour 


Davidson precision engineering 
gives you: 
@ excellent ink coverage @ close register 
@ fine half-tone and multi-color work 
@ positive stripping and stacking 
@ top-quality results 


Combined with these features, the 
Davidson is ruggedly built for years of 
low maintenance service. 


For illustrated brochure write to: 








Here’s the secret of Davidson's 
multi-purpose operation: 


The 2-Cylinder Principle 


For offset, the impression plate and 
offset plate are combined on one 
cylinder...the lower cylinder serves 
as a blanket cylinder. For letterpress 
the upper cylinder holds type, 
curved plates, etc. .. . the lower 
cylinder then becomes an impres- 
sion cylinder. Your Davidson sales- 
man will show you the 2-cylinder 
system in operation. Ask too, about 
the simple embossing method. 








DAVIDSON CORPORATION : peEpr. G42 29 RYERSON STREET, BROOKLYN 5, NEW YORK 


A subsidiary of Mergenthaler Linotype Company 














SAVE TIME 
AND MONEY! 
TIE BUNDLES 
AND PACKAGES 
THE EASY WAY 

WITH THE FAMOUS 

SAXMAYER 

NO. 6 TYING 

MACHINE! 


‘ 
Latest addition to the SAX- 
MAYER line is this hizhly efficient 


general purpose machine especi 





ally suited for tying such things 
as mail in direct mail depart 
ments Using either twine or 
tape, it ties all shapes and sizes 
ot pac kages up to 6 inches high 
Attractively finished in enamel 
with white porcelain top. Legs 
furnished at slight additional 
cost 

Whatever your tying problem 
there's a SAXMAYER to meet 
your requirements Write for il 
lustrated folder describing 20 


SAXMAYER- Models 


serving over 100 different in 


standard 
dustries 


DEPT. A 


NATIONAL 


BUNDLE TYER COMPANY 


Blissfield, 
Michigan 














We we'come your direct mail ideas and news items for this department. Send al! material to 
Short Notes Department, The Reporter of Direct Mai! Advertising, 224-7th St., Garden City, N.Y 


























)} IN SPITE OF ALL WARNINGS, 

many Christmas mailings were late again 
for the 1953 holiday season. We kept a 
record of all pieces received after De- 
cember 24. Between Christmas and New 
Year’s the mail was full of delayed 
Christmas messages and especially house 
magazines with Christmasy covers. The 
last of the lot arrived on January 20. 
There is nothing deader or drier than 
a timely topic which has missed the date- 
line. The only thing deader ... the 
printed promotion in the headquarters 
of a defeated candidate’s office the day 
after an election. Next December, sched- 
ule your mailings so they arrive in 
plenty of time. 


oo 
eed 


[} OUR CANDIDATE for the worst 
Christmas card of 1953: It came in an 
envelope with a bold black border. In- 
side was a card . also with a black 
border. Inside the border was this mes- 
sage printed ‘in typical death-announce- 
ment style: “It is with deep regret that 
I inform you that there is no Santa 
Claus but have a Merry Christmas any- 
how.” We won't reveal the originator 

. but we absolutely refuse to laugh 


[) AIR MAIL AND AIR PARCEL 
POST will be promoted in a big way 
this year. The Air Transport Associa- 
tion (1107 Sixteenth St., N. W., Wash- 
ington 6, D. C.) has underwritten a space 
campaign to run from February through 
November in Time, Business Week and 
U.S. News @& World Report. Forty-six 
staggered insertions, so one advertisement 
will appear each week. This national 
space campaign is being handled by 
Lewis Edwin Ryan Agency. In addition, 
Dickie-Raymond (Boston) is handling an 
$80,000 direct mail promotion which will 
reach millions of mail users, including 
all large business mailers. 


eed 


[] OFFSET POSTAGE STAMPS vill 
soon be issued by the Post Office De- 
partment. In 3 or 4 colors . . . instead 
of the customary one-color, engraved. 
Will cost Government less, it is claimed, 


and will mean more work for private 
printers. Fancy stamps may be popular 
with the philatelists but we are wonder- 
ing how the postal clerks will be able 
to recognize whether letters bear correct 
postage. We know of several cases where 
(in the holiday rush) letters went through 
with nothing more than a Christmas 
seal. One letter mailed from New York 
went through fine with a Canadian 


stamp. 
ddd 


A DELAYED NIXIE reached Larry 
Brettner of American Aviation Publica- 
tions, Washington, D.C., from Tehran, 
Iran. It about sets the record for lon- 
gevity. The original letter was mailed 
September 28, 1950, at the good old 
third class (1¢) minimum rate. Nixie 
was marked: “Return to sender” ° 
and was in a remarkable state of pres- 
ervation after its three years, four months 
in transit. 


ead 


[) A NEW ANGLE IN THE CHAR- 
ITY RACKET was tried this last Christ- 
mas season by a reputable organization 
which should not stoop to such tactics. 
It irritated a lot of people. An obviously 
printed form letter thanked the bene- 
factor for “the courtesy extended to our 
representative on the telephone, and for 
your generosity in accepting the enclosed 
two tickets amounting to ten dollars.” 
The trouble was that the promoters of 
this otherwise worthy cause by-passed the 
telephone. According to evidence reach- 
ing us, the letters were simply sent to 
businessmen without any preliminary ap- 
proach . . . possibly hoping they would 
think they had received a _ preliminary 
call. That is inexcusable deception. It is 
unethical and should not be tolerated. 


eed 


SIMPLIFIED ADDRESSING _is 
growing. We hear from down south that 
many local merchants are using this 
easy method of reaching prospects with- 
out the necessity of maintaining a name- 
and-address mailing list. Big companies, 
too, are experimenting with Simplified 
Addressing. We know of one recent 
mailing of more than eight million 
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The inside story of 
the list business +18 


What lists were used most frequently last year by the 
large mailers? A terrific variety was used but the most 
popular were the large lists — running from 100,000 to 
several million names. 

Several reasons exist for this trend. First, business has 
been good generally for a number of years. Lists <2 
which didn’t produce years ago, are now proi- =p) 
itable. Second, a successful operator wants to 

broaden his market as much as possible. One of the ways 
to do this is to use large lists which cover a field 
rather than several small lists which may be more re- 
sponsive, but which duplicate each other and are limited 
in quantity. 

Third, the successful mailer knows that his own cus- 
tomers are more responsive than any other list. He often 
therefore wants to build as large a list for himself as 
possible, even if he does it at a slight loss. His good re- 
peat business will quickly make up for this. 

And fourth, a large mailer has so much overhead and 
detail that it is uneconomical for him to waste time test- 
ing and keeping records of a list so small that few names 
are left after the test for him to continue on. 


The Magic Seven 


There were seven main categories of large lists popular 
with mail order folks last year. Merchandise and gift 
buyers, hobby and sport interest, self-improvement and 
money making, tund raising, rural and gardening, parents 
and children, and business. 
Just look at the size of these lists! The seven largest gift 
houses which keep their customers by years have a total 
of 2,415,000 buvers for the last two years. The five larg- 
est mail order sellers of wearing apparel have 
i sad a total of 4,145,000 active customers. Com- 
panies selling a car wash, food, greeting cards, 
and wax polish boast 1,333,000 recent customers — and 
the smallest list in this group totals 123,000; the biggest 
721,000. 
A self-improvement group, consisting of buyers of sex 
books, public speaking courses, trade courses, manuals, 
how-to-do-it books and inspirational publications com- 
bines into a grand total of 2,546,000 active names. No 
one section has less than 154,000 names. The people who 
want to make extra money total 765,000, a combination 
of only three recent lists. 


What's Your Hobby? 


The category of hobby and sports fans is a little different 
from most in that the inquiries frequently work as well 
if not better than buyers. The owners, therefore, don't 
separate the two kinds of names. Hunters and 
fishermen mount up to 1,749,000. Stamp col- > | 
lectors, photographers, hobbyists, radio tink- 

erers and amateur mechanics total another 1,548,000; and 
two lists of 2,484,000 names represent women who do 
needlework. 


Fund raising has become a very active segment of the 
direct mail field. Only three lists account for 2,517,000 
people who are interested in wild life, conservation, 
veterans, religious causes, politics and education. 


Owners of farms and gardens make two big groups. 
They represent mostly buyers, but some lists include re- 
cent inquiries. The 3,129,000 farmers have recently 
bought baby chicks, farm publications, seed, fertilizer, 
septic tank cleaner. The 3,902,000 active gardeners bought 
plant food, seed, publications and nursery stock. 


Babies, Babies, and More Babies 


The parents and children classification is by far the 
most huge. The U. S. is now one of the most prolific 
a) countries in the world. Nearly 4,000,000 babies 
a were born in 1953. It is no longer a question of 
whether you can get the names of mothers of 
these babies, but which is the best source. Several com- 
pilers now have pretty good coverage, most of them 
producing around 3,000,000 names a year or between 
200,000 and 250,000 a month. One of these compila- 
tions, though, has produced much better results for our 
clients than any other. Names are available weekly or 
monthly or by area. 


—.-, 


In addition to this complete compilation of birth names, 
are two smaller and more highly selective birth lists. One 
represents 275,000 diaper service subscribers and pros- 
pects, and the other 850,000 names from selected states 
known to be more responsive for the list owner. 


The buyers resulting from this prospect list are included 
in another group of 2,125,000 parents of new babies who 
bought something or inquired about something by mail. 
Parents of older children who bought all kinds of toys 
and other things, mostly during the past Christmas sea- 
son, total 2,088,000. Each list in this group has 100,000 
or more names of current customers. 


There are seven lists of subscribers to magazines for 
children of all ages. Most of the subscriptions are in the 
children’s names, but the parents pay for them. These 
names run to 2,840,000. Two recent lists of parents only 
total 335,000 names. 


Elastic Lists 


Business executives buy heavily by mail — financial serv- 
ices, business services, business publications, good will 
business helps, industrial goods and tax manuals. Al- 
though the most active large lists total 3,270,900 

names this quantity is greatly expandable be- 

cause of the prevalent practice of many experi- 

enced list owners to use the firm name only. Any hum- 
ber of titles can be used for one firm. 

If these 41,201,000 names leave you reeling, just let us 
give you the breakdown. Also remember these are only 
the cream of the large lists. Many, many more names of 
active mail order buyers of all kinds are yours for the 
trying. Call or write us for all the details. 


Wu. WW av don Maw 


President 


NAMES UNLIMITED, INC. 
352 Fourth Avenue Murray Hill 6-2454 N. Y. 10, N.Y. 
Charter Member National Council of Mailing List Brokers 


OUR 26th YEAR IN THE LIST FIELD 
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—————eE 
OBERLIN, OHIO 








POWERFUL 
RETAIL SELLING 


Reproduced above is a letter mailed by Ada C. Taylor of Oberlin, Ohio, who really be- 
lieves in personalized direct mail. The letter was actually written in longhand to a list 


of male prospects 
letterhead. Attached was a 
and a gift card for signature. 


simple, 


Seems like a lot of small retailers could use this techniq 


. (with a pen filled with reddish-brown ink) on a monarch sized 
four-page folder explaining the lingerie 


offered 


int selling. Might 





. It is pinp 


be considered a lot of hard work, but the clerks could write the letters in their spare 


time. There is nothing quite so good as a personal letter. 


pieces. And there is a rumor going 
around that one of the largest national 
advertisers will put thirty million pieces 
in the mail all at one time this Spring. 
This reporter is trying to get a line 
on the results obtained . . . but users 
are reluctant to release confidential 
figures. So here is an appeal to all of 
you: If you know the facts about any 
Simplified Address mailing . . . send 
them along to us. We are also anxious 


Congratulations to Ada C.! 


to get information on the reaction of 
recipients. Does the absence of a name 
and address constitute a dangerous sales 
barrier? What methods can be used to 
overcome this barrier? (By more at- 
tractive envelopes, slogans, etc.) Accord- 
ing to all reports from Washington, the 
Post Office has resisted the terrific pres- 
sure by the newspapers to cancel the 
Simplified Addressing order. Looks like 
it may be here to stay. 


(1) IF YOU WANT TO ESCAPE from 
too much third class mail -change 
residence to Lansing, Kansas. 
Laurence A. Potts, deputy warden of 
the Kansas State Penitentiary, is trying 
to do something about regulating the 
amount of mail received by inmates. He 
is sending a form letter to direct mail 
advertisers and especially to subscription 
departments of publications. He is re- 
questing cooperation in eliminating use- 
less mail. He especially doesn’t like trial 
offers and special bargain rates because 
all subscriptions, when approved for in- 
mates, are placed at a standard price 
through a subscription agency. So watch 
your shots to Lansing, Kansas. If your 
customers are in the penitentiary, save 
postage by only mailing renewal notices. 


JJ) 


[}) THE MEXICAN PRISONER 
RACKET was mentioned in the January 
Reporter. It had cropped up again dur- 
ing the last months of the old year. To 
show you how fast the postal inspectors 
work on this particular racket ee 
The Postal Bulletin of Thursday, Janu- 
ary 7, listed foreign fraud order notices 
against 51 Mexicans. Many of those 
listed are obviously dummy or code 
names (in an effort to confuse the Post 
Office). On the January 7 list, 26 names 
carried the same address. A total of 17 
names listed under another ad- 
dress. If any of your friends come to 
you with a mysterious letter from Mex- 
ico, offering a share in a hidden trunk 
containing $450,000 tell them to 
turn the letter over immediately to the 
local postal inspector. 


your 


were 


eed 


] PARCEL POST USERS should keep 
their eyes on developments surrounding 
the Broyhill Bill (H.R. 2685). It pro- 
vides for the repeal of Public Law 199 
(January 1952) which reduced size and 
weight limits on fourth class mail ship- 
ments. Hearings started January 11 be- 
fore the House Subcommittee on Postal 
Although representatives 
Express Agency are 


Operations. 
from the Railway 
continuing to provide vigorous opposi- 
tion . . . there are indications that re- 
lief may be provided by Congress . . 
all packages from all post offices can 
be of similar size and large enough so 
that mail order shippers will not be in 
a constant turmoil. 


eed 


[) BUSINESS REPLY ENVELOPE 
USERS are in for another series of 
headaches. Some magazines are now re- 
ceiving in their own business reply en- 
velopes a violently anti-Semitic, undemo- 
cratic sheet titled: “The Coming Red 
Dictatorship.’ This sheet measures 17x22 
inches and is jammed with type and pic- 
tures on both sides. It originates from the 
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so-called “Common Sense” publishers, 
530 Chestnut St., Union, N. J. Seems 
like Conde McGinley is selling this tripe 
to crackpots around the country in small 
lots. One method of distribution is for the 
crackpots to collect business reply en- 


2 
velopes and stuff the sheets in them. MR. LEWIS R. HUTCHISON 
If you receive such stuff in your en- chat ere 
velopes, send them to the local posta! REEE'S 0, QUESTO 
© 


inspector. They may ke able to catch ONLY YOU CAN ANSWER! 
the culprits by the postmark. 


7 > 


ead 


() WE PROMISED TO GIVE PUB 
LICITY to any of the colleges teach- Our records chow -- 

ing direct mail courses. Latest addition: 
Hunter College of the City of New 


York, School of General Studies, 695 
Park Ave., New York yw N. , A On Naturally, we're wondering WHY! 


Thursday evenings for 15 weeks. Em- 

phasis is placed on sales letters. The Are ge at fault? If thero is anything wrong, we hope 
an , ; . ae 

course is open to men and women. The 0 ange olgag to Cell us adout 4t So thet oe can 

instructor is M. A. Pollen, member of . 

the New York Hundred Million Club, We've missed you end wo want you back. Your account is 

ready for your uso and wo’re sending you this perfonal 

invitation te use it agsin soon. 





-- that you haven’t used your charge 
for some time, now! 


who has given similar courses at City 
College of New York and Rutgers. 
Your charge account can be such a big help -- 


JJ. » 
-- in buying shen you see what you rant, 
paying at one time, for convenience. 


[] WRITE TO THE ADVERTISING 
FEDERATION OF AMERICA, 330 W. 
42 St., New York 36, N. Y., and ask 


for their five-page release of January -- in ma.ing the SAVINGS during special 
sele ovents instantly yours! 


-- in taking care of Christmas and other 
peak buying times of year. 


11, concerning “Government Relations 
of Advertising in 1953.” Very interest- ; 

, Gi a f all th Won't you visit us again soon -- or let us know why you've 
ing. “sives Drier sketches of all the stayed away? We'll go all the way to please you! 


legislative efforts affecting advertising. 
Cordially yours, 


on no 2 
dee C4 Jhon 


] A LIFE SAVER GIFT BOX con- Credit Manager 
taining twelve 5¢ rolls was mailed by 
Bob Rubin of Circulation Associates, 
226 W. 56 St., New York 19, N. Y., Three greet s'eres te serve youl 
to his customers and prospe ts... to 
dramatize a special letter headed: “Life 
Savers — That’s What Field @& Stream 
Calls Us!” Told about a special rush 


job to 100,000 selected names 
> 


wart te finish. Good example of uses JX GOOD INACTIVE 
tasteful and adequate showmanship. 
ACCOUNT LETTER 


: . as ai Lew Hutchison, manager of The Stewart Howe Alumni Service, Evanston, Illinois, received 
CJ DID YOU NOTICE artist Ray the letter pictured aed . . . thought the approach pleasing and different. The two 
Lufkin’s advertisement on pages 22 and lines under his blue filled-in name were in red. The folder flap was held down by 
23 of the January Reporter? First time insertion of corner in a short die-cut. Lift the flap and the question was: “Why haven't 
any advertiser has tried to capitalize on you made use of your FAIR Charge Account lately?’ Understand the letter was created 
our marginal holes. The ad was care- by Trayton H. Davis 1039 No. Jackson St., Milwaukee 2, Wis., who has authored many 
fully designed so the holes became the successful campaigns to revive inactive accounts for department stores. 
eyes of the cat in the illustration. Clever, 
we think. college and university courses. There is fessors. These fellowships consist of a 
—_— one good way to get more attention for sum of money to cover expenses and the 
eee direct mail. In case you don’t know chance for individual professors to work 
about it, write to W. M. Curtiss, the on an internal business survey during 
(1) THE FOUNDATION FOR ECO- Foundation for Economic Education, the summer vacation season. So far, only 
NOMIC EDUCATION should get more Inc., Irvington-on-Hudson, N. Y. Ask two concerns connected with direct mail 
help from people in the direct mail for the folder describing the College- have participated in these fellowships: 
business. We are always crying about Business Exchange Program which is Crown Zellerbach Corp. (paper) and 
the lack of good personnel material part of the Foundation’s activities. For Reuben H. Donnelley Corp. (printing 
coming out of colleges . . . about the the past six years, 112 major corporations and direct mail). We heard about this 
small attention paid to direct mail in have offered fellowships to college pro- wonderful work from John Maguire, in- 
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A Specialized Service For 
Newspaper, Magazine, Trade Paper 


ADVERTISERS 


NEED SALES? Want better ads? Sell your 
product nationally, regionally through pulling 
publication ads. We show you how 


SECURE cash mail orders, agents. Establish 
national organization of direct selling to con 
sumer door-to-door, friend-to-friend, store-to 
store, farm-to-farm, office-to-office salespeo 
ple, distributors 


MOVE merchandise with power-house ad 
copy appeals. Create consumer demand. Build 
sales and 48-state distribution fast with new 
publication ad methods. Obtain customers 
dealers, inquiries, leads 


LET us help you make your advertising dollars 
go further, eliminate ad waste, solve your 
selling problems, expand your business eco 
nomically, reach your best markets effective 
ly, increase your customer list through prop 
erly planned publication advertising 
EXPERIENCE COUNTS. Give your advertising 
the benefit of our 31 years’ knowledge. Pur 
our complete idea, copy, layout, media selec 
tion, art service to work for you. The services 
of our advertising, merchandising and sales 
promotion specialists are at your disposal 
OUR MOTTO: “Your success is our success.” 
Our specialty is helping large and small 
businesses grow bigger 

iF you have a good product, and want to 
sell it in every state of the union, our staff 
will analyze its potentialities based on our 
31 years’ experience 

MANY SUCCESSES. Established 1923. Fully 
recognized. Member A.A.A.A. Call! in person 
write in detail or phone. If you want re 
sults, consult 


MARTIN Advertising AGENCY 


Direct Selling Mail Order Ad Specialists 
15 E. 40th St., Dept. 15, New York LE 2-475! 


SS CS eo 
successful 


sales letters... 


‘happen”’ 
of careful planning and knowing what makes 


— rarely just They are the result 


a letter ‘pull’. The format, too, plays its 
port in getting attention . . . maintaining 
interest! You can PROVE this easily by 
TESTING Return-A-Card against your present 
You'll find the pre-addressed, 
reply card makes it easier to 


mailing 
built-in’ 
reply — get better results — costs less per 
Write for your FREE folder of 
Successful Sales Letters"’, 


response 
showing this unique 
format applied to many promotion problems 


REPLY CARD IS 
ATTACHED TO THE 
LETTERHEAD! 


SALES LETTERS 


250 W. 49th St., New York 19, 
Telephone Circle 6-0843 


structor of Business English, University 
of Illinois. He participated in the Don- 
nelley fellowship last year and his ex- 
perience was so rewarding that he 
thought other people in direct mail 
should know about it. Perce Harvey and 
his Educational Committee of the Direct 
Mail Advertising Assn. please note. 


J7d 


DON’T USE “PERSONAL” un- 
less it is personal. You are feeding 
ammunition to columnists who don’t like 
direct mail. A recent column in _ the 
Daily News of Los Angeles made fun 
of an insurance company which used 
“personal” on the envelope and then 
started off its processed form letter with 
“You have been suggested as one who 
may qualify for this unique program.” 
The columnist didn’t like it because it 
was obviously misrepresentation. Another 
similar case reached us this month. A 
large envelope from an efficiency engi- 
neering company in Chicago was 
stamped “Confidential . . . For the 
Personal Attention of the President.” In- 
side was a 32-page booklet outlining 
their services. Nothing confidential. 
Nothing personal. To make it ever more 
ridiculous, the booklet was mailed third 
class in an open-end envelope. 


| 
eee 


H. C. “HANK” HENDERSON, 
manager of the Direct Mail Division of 
McGraw-Hill Publishing Co., New York, 
has been appointed chairman of the 
Direct Mail Committee of the National 
Industrial Advertisers Assn. “Hank” 
heads an imposing committee of 18 ad 
ditional thoroughly 
familiar with direct mail techniques in 
the industrial field. The committee is 
prepared to offer its assistance to the 
4,000 NIAA members, as well as to the 
33 chapters, in providing speakers on 
direct mail or on methods of conduct- 
ing direct mail seminars. For informa- 
tion about their work, contact Executive 
Secretary Blaine G. Wiley at Association 
Headquarters, 1776 Broadway, New 
York 19, N. Y. 


members . . . all 


eee 


TOM NOBLE, who staged the first 
two very successful Advertising Essen- 
tials Shows, is now tackling a different 
type of exhibition. He has scheduled a 
“Sales Aids Show” for the Biltmore 
Hotel in New York on May 10, 11 and 
12. Will include all types of weapons to 
help salesmen do a better job. You can 
get information and tickets by writing 
to: Thomas B. Noble, Advertising Trades 
Institute, Inc., 270 Park Ave., New York 


17, N. Y. Incidentally, the next Adver- 
tising Essentials Show is scheduled for 
November 15, 16 and 17 (Biltmore, 
New York). 


Pr 
eee 


ACTUAL X-RAYS were used in a 
mailing to all of the country’s radiolo- 
gists by Schering Corp. (pharmaceutical 
manufacturers), Bloomfield, N.J. Two 
gallbladder x-rays taken in a 10 to 12 
hour period show the effectiveness of 
Teridax, a new Schering product which 
produces desirable density in gallbladder 
x-rays. By clipping the x-rays to their 
viewing box, radiologists can see the 
advantages of the preparation. Makes a 
realistic demonstration! 


mT 


e¢e 


[}) M. P. “BUSTER” BROWN has re- 
tired. He and Belle are figuring on 
taking life a lot easier. The name “M. P. 
Brown” in Fort Worth, Texas, became 
nationally known as the largest producer 
and distributor of Christmas letters (plus 
a_ collection sticker business). After 
Christmas 1953 was out of the way, the 
business was sold to the National Re- 
search Bureau of Chicago, and is be- 


ing moved to Burlington, Iowa. 


a 


M. P. Brown Martin Baier 

Coincidental with that announcement, 
it was revealed that Martin Baier re- 
signed as advertising manager of Ten- 
sion Envelope Corp., Kansas City, to be- 
come general manager of the M. P. 
Brown Division of the National Re- 
search Bureau. Good luck to all con- 
cerned . . . but we hope “Buster” and 
Belle will continue to come to the direct 
mail conventions. Wouldn't be the same 
without them. 


_ 
| 
eee 


“RESERVATION CARDS” with 
“personal numbers” from some publishers 
certainly are ridiculous . . . and mis- 
leading. Recent one from a New York 
publisher selling a book on letters was 
sent with a letter reading: “The en- 
closed Reservation Card is of genuine 
value, so we have registered it in your 
name and restricted it to your personal 
use.” That’s about as believable as a 
dispatch from Pravda. One of our west 
readers got two identical form 
“reservation cards” with 


coast 
letters with two 
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the same “personal numbers’ on both. 
Seems to be a rash of this personal 
“Reservation Card” approach lately . . 
not restricted to small time operators. 
One of the largest mass circulation 
magazines is currently sending out a 
tremendous mailing with the same de- 
ceptive gimmick. Recipients think their 
order cards are hand stamped with a 
“personal” number. 


_ 
aad 


[}) A PAT ON THE BACK should go 
to Better Living, the employee magazine 
of E. I. duPont de Nemours & Co., 
Wilmington, Delaware. It is now in its 
eighth year. Edited by Leavitt S. White. 
Published six times a year. It is really 
a bangup, slick paper, professional job 

. which we always enjoy reading. It 
is jampacked with pictures, not only of 
general topics but of employee activities. 
The pictures are superlative. We rate it 
as one of the best in the country .. . 
if not THE best. 


JJ 


(1) THE NATIONAL INDUSTRIAL 
ADVERTISERS ASSN. will hold their 
32nd Annual Conference at the Shera- 
ton-Mount Royal Hotel, Montreal, Que- 
bec, Canada, on June 14 to 17, 1954. 
What a place for a convention. If you 
are counting on attending better get 
your hotel reservation in early. 


on) 


eed 


[) IRA GLICK has moved from his 
former post at Science Research Associ- 
ates, Chicago, to a partnershp in Glick 
and Keefe, 1790 Broadway, New York 
19, N. Y. The new firm is specializing 
exclusively in information and sales pro- 
motion work in the school field. Partner 
Keefe was also previously connected with 
Science Research Associates. 


—_ 
eee 


(1) FOR MEN ONLY! If you want to 
see one of the damnedest pieces of direct 
mail . . . drop a note on plain paper 
to Superior Sales Co., P. O. Box 242, 
Northbrook, IIl., and ask them to send 
you a circular on their new product 
which “solves one of man’s most serious 


problems.” 
JJ) 


(1) WILLIAM H. “BILL” BUTTER- 
FIELD has written another book .. . 
and it is a good one. Letters That Build 
Bank Business is the title. We like it 
because it is filled with case histories 
of the actual usage of letters by speci- 
fied banks. There is a collection of 75 
outstanding letters. The 97 pages of 
text show “how to make bank letters 
friendly and human; how to focus each 
message on the reader’s interests; how 
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A FINE ART 


Let Cupples show you the fine art of the well 
designed envelope. Inspired use of color, design, layout, 
and embossing will make your presentation more 
attractive and increase your returns. 


Call or write your nearest Cupples representative. 


For information call TRiangle 5-6285. 


Over offices are in... 
‘ 


BOSTON 
WASHINGTON 


PHILADELPHIA 


upples 


envelope co., inc. 


360 Furman Street + Brooklyn 1, New York 





DIRECT MAIL 


ADDRESSING 
IS A SNAP! 
CARBO-SNAP, THAT IS 


Our story is always the same: 
Your typewriter 


Your typist 
+ 

Carbo-Snap 

The answer to all 

your addressing problems 
Your story is, undoubtedly different. But 
we've helped others solve their address- 
ing problems. We'll help you. 


And, for our story, free samples of Carbo- 
Snap and specific information, just write 


production 
brings 
better results 


There's a best way to pro- 
duce direct mail. . . 

MASA members study the 
best, most effective, ways 
of production; support re- 
search and fact finding; 
share knowledge of im- 
proved methods. Their ob- 
ject is better results for you. 
When you try to “save” 
money with “cheap” pro- 
duction you tamper with re- 
sults. To check the effective- 
ness of your production 
source . . Always say, 
“Are you MASA?” 

YOUR BEST SOURCE for: Creative di 
rect mail campeigns multigraphing, 
mimeographing, offset and letterpress 
printing. bindery, mailing service, mail- 
ing lists, etc. information about post 
a! regulations and better direct mai! 
results 


For names of MASA 
members nearest you, 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 


write 


 <* 
ee 


Siemeut. “ 


to write concisely by making every word 
count; how to make every letter sound 
like a personal message.” The book is 
published by Interstate Printers & Pub- 
lishers, Inc., Danville, Illinois. List 
Price, $2.75. Bill Butterfield has written 
many books . . . all on letters, but each 
one for a different line of business or 
some phase of business activity. He was 
formerly chairman of the Department 
of Business Communication at the Uni- 
versity of Oklahoma and later served 
as educational director of the National 
Retail Credit Assn. He is now executive 
director of the University of Illinois 
Foundation, Urbana, Illinois. 


BB 
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] WILLIAM B. HENDERSON, form- 
erly managing director of the Direct 
Mail Advertising Assn., has been ap- 
pointed executive vice president of the 
new national Parcel Post Assn. The ad- 
Dupont Circle Bldg., Wash- 
As previously reported, 
parcel post users have become increas- 
ingly alarmed at boosts in rates and 
changes in regulations. They have com- 
bined together “to foster, protect, im- 
prove and extend the services of the 
United States Post Office Department 
in the handling of parcel post.” We 
wish Bill Henderson the best of luck. 


dress is: 
ington 6, D.C. 


eee 


| JEAN BLUM has changed the name 
of his company out on the West Coast. 
He has been known as Blum’s 
Advertising Agency, with offices at 809 
Mission St., San Francisco 3, Calif. and 
151 W. 27 St., Los Angeles, Calif., and 
he has ‘always been most partial to direct 
mail and direct advertising. Now after 
47 years, his company will be called 
Blum’s Direct Advertising Agency, so 
that his work will not be confused with 
the functions of his clients, who are 
advertising agencies. 


always 


solely 


dee 


}) THIS WEEK MAGAZINE'S Pro- 
motion Dept. (420 Lexington Ave., 
N. Y. C.) has come up with an ingen- 
uous promotion booklet for advertisers 

. titled Electronic Quiz ‘Em for Ad- 
vertising Experts. Big gimmick is an 
“Electronic Ray Wand" which comes 
with the spiral-bound booklet. It con- 
sists of a pen-like instrument . . . with 
a small flashlight bulb on one end, two 
prongs on the other, and powered by 
two tiny dry cell batteries. The booklet 
contains a series of questions with 4 
multiple choice answers to each ques- 
tion. A metalic strip is printed next to 
each answer. To get the right answers to 


the questions, you place the two prongs 
of the Electronic Ray Wand on the 
strips opposite the answers. The cor- 
rect answer makes an electrical con- 
tact ... and the bulb in the wand lights 
up. Typical question: “Which of the 
following magazines or combinations, 
has the largest total circulation?” An- 
swers list top circulation magazines in- 
cluding This Week. (No need explain- 
ing which one lights up the Electronic 
Ray Wand!) Also has a section of ques- 
tions for children (unrelated to This 
Week) so advertisers can take the book- 
let home for the kids to have some fun. 
Congratulations to This Week for an 
amusing promotion loaded with 
showmanship! 
oe 
eee 


[] MANY LARGE MAILERS are now 
using super-speed electronic label print- 
ers (see Kodak story, page 16 of the 
December, 1953 Reporter). The latest 
model is this attachment to the IBM 
Type 407 Punched Card Accounting 
Machine. IBM reports that it’s capable 
of printing 9,000 three-line labels an 


hour. High speed is due to a system that 
feeds the tape obliquely through the 
printing mechanisni, from one reel to 
the other. This permits simultaneous 
printing of fourth, third, second and 
first lines of four different iabels. Reels 
hold 10,000 labels . . . which are also 
punched with holes required for feed- 
ing into mailing machines. 


eee 


}] OVER 250 VICE PRESIDENTS 
have been appointed to Taylor & Co. 
(direct mail advertising) 625 N.W. 
17th Ave., Portland 9, Oregon! After 
Del Snider and Howard Overback took 
over the company last June, so many of 
their friends asked how they were doing 
that Del and Howard decided to tell 
them .. . and at the same time make 
them honorary vice presidents of Taylor 
& Co. Each “v.p.” gets an honorary 
card entitling him to “full non-partici- 
pating benefits”. Reaction has been ter- 
rific . . . with veeps offering humorous 
suggestions such as “Lock up the Petty 
Cash until I get a chance to count it.” 
Del and Howard will send out reports 
twice a year, encouraging the appointed 
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officers to put in their two cents worth of 
suggestions, comments, or even criti- 


cisms. Good idea. 


eed 


(1) HERE IS AN IDEA which might 
help to eliminate some bad direct mail. 
Amateurs in the use of the medium 
sometimes make some terrific boners . . . 
especially with poor quality processing. 
For instance: Roger Clapp (Linton 
Brothers and Company, Fitchburg, Mass.) 
sent us a postal card mailed by an auto- 
mobile dealer. It was processed so poorly 
that it was practically unreadable. The 
address line was completely illegible. 
Instead of sending your bad examples to 
The Reporter, why not write a letter 
to the boss of the outfit and tell him 
why his direct mail should be improved. 
Give him a few pointers on how direct 
mail should be used. The boss probably 
never saw the horrible example 

and he will hit the ceiling when he 
sees how his money is being spent. 


— 
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OITHE ABOVE ITEM brings up a 
point which needs comment. More and 
more agencies are paying more atten- 
tion to direct mail. (They really should 
after that Wednesday afternoon session 
at the last Direct Mail Advertising Assn. 
convention, when the Ford story was 
told.) The trouble generally is that most 
agencies have not set up a separate de- 
partment for direct mail, which is ex- 
actly what is needed. We were glad to 
see a press release from Ketchum, Mac- 
Leod & Grove, Inc., Pittsburgh, telling 
about a first birthday party for its direct 
mail department. The department was 
set up to work closely with the agency's 
account executives and clients, to sup- 
plement other media efforts and to plan, 
create and produce direct mail cam- 
paigns to reach clearly defined markets 
and select groups. We think that is one 
reason why Pittsburgh’s industrial ad- 
vertising is getting better and better. 


JJ 


0 THE RALEIGH ADVERTISING 
CLUB held a special direct mail meeting 
on January 12 and listened to this trav- 
eling reporter, who nearly didn’t get 
there because of the snowstorm. Coinci- 
dent with the meeting, the Third Dis- 
trict of the Advertising Federation of 
America was organized . .. so there 
were representatives present from all the 
major advertising clubs in the states of 
North and South Carolina and Virginia. 
Shields Johnson, general manager of the 
Roanoke, Virginia, Newspaper Corp., 
was elected the District’s first governor. 
Our old friend Jimmy O’Neal of Raleigh 
Letter Writers, invited all the Ad Club 
members and visiting delegates out to 
his new mansion on New Bern Avenue. 
Quite some hullabaloo. While in Raleigh 
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Wins and holds attention with these 
3 outstanding advantages 


Qo STRIKING APPEARANCE— Choose 2. SUPERIOR PRINTABILITY — Letter- 


from the rainbow of eleven distinc- 
tive colors and clear, bright white — 
from Antique, Ripple, Brushmark 
and Morocco finishes-—all with the 
high bulk which gives Hammermill 
Cover a rich, substantial feel. 


3, RUGGED DURABILITY — Hammer- 
mill Cover is made from strong, 
virgin spruce fibers. It withstands 
repeated handling, folds and creases 
cleanly without cracking. 


press or offset, Hammermill Cover’s 
firm, even texture takes and holds 
ink properly, prints rapidly. Like- 
sided Ripple and Antique finishes 
ave especially suited for “work and 
turn’’ printing. 


- You can obtain business 
Juitty. printing on Hammermill 
GUILD |} Cover wherever you see 
=) the Guild shield on a 
printer's window. 








There’s only 


One 
DICKIE: 


RAYMOND 





DIRECT ADVERTISING 
and 
SALES PROMOTION 


for 33 Years 
* 


Planning 
Writing 
Production 


521 FIFTH AVENUE 
NEW YORK 


SHERATON BUILDING 
470 ATLANTIC AVENUE 
BOSTON 














NEW YORK 


is art work headquarters. No ques- 
tion, here's where the real top work 
comes from. But maybe it is incon- 
venient for you to work in and out 
of New York. If so, you can get 
New York quality 


ART WORK 


by mail by working with G. 
Jefferson. Write us your ALS 
We do layouts, design, typography, 
finished art. We cover the whole 
field, from the top artists in town to 
the moderate price range. Copy 
writing, too, if you want it. We can 
work with you entirely 


BY MAIL 


which means you don’t have to move 
from your desk to get exactly the 
kind of work you want. We plan, 
write, and do art work for folders, 
booklets, presentations, all kinds of 
merchandising and promotion 
pieces, annual reports, etc., etc. Find 
out what we can do for you. No ob- 
ligation. Sit down now and write to 


JEFFERSON 


424 Madison Avenue, New York 17, WN. Y. 





we learned something we didn’t know 
before. North Carolina has had a law 
regulating charity solicitations for the 
past four years. All organizations solic- 
iting money, either state or national, 
must obtain a license from the State 
Board of Public Welfare. They must 
show acceptable standards of administra- 
tion and must report sources of receipts 
and nature of disbursements. Seems like 
it is going very well under Commissioner 
Ellen Winston. A lot of the questionable 
outfits have been barred. 


JJ) 
() IF YOU WANT TO BRUSH UP 
on photoengraving .. . write to Larry 
L. LaVant, president of Laurence, Inc., 
547 South Clark St., Chicago. Ill., and 
ask him to send you their series of pam- 
phlets called Laurence’s Guide for Photo- 
engraving Buyers. Planning on a _ two- 
year educational program, the Chicago 
engraving firm is mailing bi-monthly 
pamphlets on all phases of photoengrav- 
ing. They cover “How to Order Photo- 
engravings”, “How To Prepare Copy 
for Reproduction”, “The Line Process”, 
“The Color Process” and others. Laur- 
ence hopes the series will present a re- 
liable marshalling of the facts that will 
help everyone concerned get the best out 
of photoengraving. Says Mr. LaVant: 
“Among all the books on the subject, 
there is not one which doesn’t try to 
teach the reader how to become a photo- 
engraver. People who use photoengrav- 
ing don’t want to join the union, they 
only want to know how to get the most 
out of the process . . .” 


JJ) 


() IF YOU WANT TO KNOW how 
to prepare advertising copy for roto- 
gravure production, you can get a very 
interesting and simple little 16-page 
booklet on the subject by writing to: 
Burt Zelner, Fawcett Publications, Inc., 
67 W. 44 St., New York 36, N.Y. 
It was produced to show advertisers in 
Mechanix Illustrated (a Fawcett publica- 
tion) how to get the best results with 
well prepared preliminary copy. 


— 
ead 


[1] “VICTORY AT SEA” is one of the 
best programs developed for television. 
Those who are witnessing its repeat 
performance on NBC (Monday eve- 
nings) might be interested in knowing 
that the commentator of the series is 
the son of an oldtimer in direct mail, 
Leonard H. Graves, Memphis Letter 
Writers, P. O. Box 1212, Memphis, 
Tenn. Leonard can be rightly proud of 
his offspring, who is going places on 


the stage and in TV. For a time he was 
understudy for Yul Brynner in “The 
King and I” and took the lead part a 
number of times. 


JJ) 


[]) AN ANNUAL AWARD for the ad- 
vertisements producing the greatest num- 
ber of visible returns “directly from the 
advertisement” . has been announced 
by John Shrager, Inc. (agency), 2 West 
46 St., New York 36, N. Y. Awards 
will not be based on artistic appeals, 
layouts or typography . . . solely on the 
amount of money invested and the actual 
revenue derived. Will include space, 
direct mail, television and radio com- 
mercials and all other forms of published 
or broadcast copy. Get details on enter- 
ing from address given above. 


47) 


() JETVERTISER is the name of a new 
device which should be of interest to 
mail order shippers, lettershops and 
others who want to put an advertising 
message on their packages. A new power 
paper cutter and ad imprinter has been 


introduced by J. J. Connolly, Inc., 457 
W. 40 St., New York 18, N. Y. It 
eliminates the necessity of carrying in- 
ventories of pre-printed wrapping paper. 
Advertising designs and slogans can be 
changed frequently and imprinted on 
rolls ‘of plain paper as the paper is 
pulled through the machine. Worth in- 


vestigating. 


[j TWO CARTOON BOOKLETS in 
the mail caught our attention. First is 
a pocket-sized employee handbook cre- 
ated for Ben Feferman Motor Sales 
Corp., 602 S. Michigan St., South Bend, 
Ind. by Dave Ness, 2603 Thornacres, 
Niles, Mich. The 24 page handbook 
(titled “Let’s Talk About Your Job’’) 
has 21 cartoons . spotlighting em- 
ployee benefits at Ben Feferman. Dave 
Ness reports that the booklet is also 
being sent to customers as part of Fefer- 
man’s public relations program. The 
other booklet is titled “The Other Guy” 

first in a series of tailor-made 
booklets for employee information racks 
created by Ted-Howard Co., 1504 
Broadway, Detroit 26, Mich. Full page 


(Continued on page 46) 
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... A MAGIC CARPET 
FOR DIRECT MAIL SALES 


By Dudley Lufkin 
Field Fditor 


On a blistering hot summer after 
noon many years ago, a young boy in 
Kansas City 
a shingle and take a crack at going 
into business for himself. If some ot 
the other guys on the block were 
making a buck (almost), why couldn’ 


decided he'd hang out 


he? 

Without the aid of either J. K. 
Lasser's esteemed How To Run A 
Small Business or tree pamphleted ad 
vice from the Department of Com 
merce, not to mention “proper” finan 
ing, he made a bee line to the corner 
grocery store. Returning with a dis 
carded orange crate, he completed his 
inventory with a couple of lemons, 
ice cubes, glasses, sugar and a bucket 
of water all appropriated from 
the family kitchen. 

Out went his shingle of juvenilia 
reading “Ice Cold Lemonade 2¢”, 
and he was in business just like 
that. 

Despite some 
down the block 
crates with more lemons, his business 
thrived. It thrived because the young 


entrepreneur quickly learned a sure 


rugged competition 
from larger orange 


fire sales technique. 


When a customer had drained the 
first 2¢ purchase in an attempt to beat 
the Kansas City heat, the rookie re 
freshment retailer would _ noticeably 
wipe the dripping sweat off his brow, 
take a forlorn squint at the scorching 
sun; and, qu'ckly pouring out a sec 
ond glass, remind the customer that 
“Gee, it sure is hot, mister! You'd bet 
ter have another!” Simply by showing 
a need for his product, he found it was 
just as easy to sell two or more glasses 
as it was to sell one. His discovery 
launched a brilliant merchandising car 
eer which has since then carried him 
trom the anonymous hot Kansas City 
sidewalk to prominent air conditioned 
executive offices at 295 Fifth Avenue 


in New York. 


“Just As Easy To Sell 500” 


He is dynamic John W. Allen, now 
Furniture Store Merchandising Man 
ager of Alexander Smith, Inc., who 
has successfully used his lemonade 
technique for the past 25 years to sel! 
Smith's large line of rugs and carpets. 
Today, as chiet pilot of an amazing 


Smith magic carpet for direct mail 


sales, he is still using it . and prov 
ing, as he points out, that “It’s just as 
easy to sell 500 as it is to sell one.” 

The magic carpet he pilots is a mil 
lion dollar merchandising vehicle bet 
ter known as the Alexander Smith 
Keepsake line. On its first flight last 
October, Keepsake taxied down the re 
tail runway and made a jet promotion 
take off. Powered by tremendous direct 
mail, newspaper, radio and other pro 
motion, it quickly gained sales speed 
and altitude. In just four short months 
the magic carpet has caused an explo 
sion in the industry by 


through the sales barrier. 


crashing 


A Front-Line Inspection Tour 


Keepsake got off to a flying start 
when Alexander Smith's top manage 
ment did some Aladdin type lamp 
polishing to solve a serious problem 
creeping into retail purniture stores. 

Before World War Il, Alexander 
Smith sold to 70‘ of the retail furni 


oe eR 
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ture stores. After the war, the boon 
of specialty departments in department 
stores hit specialized retailers hard. 
Furniture stores, whose floor covering 
sales are second only to bedding, were 
no exception. 

Determined to find an answer for 
retailers caught in the specialty depart 
ment squeeze play, A. S. executives de- 
cided to make a first-hand survey of 
both large and small stores . . . to see 
how A.S. might possibly relieve some 
of the pressure. They wanted down-to 
earth information from retailers, good, 
bad or indifferent, which would guide 
Alexander Smith, Inc. in their 
search of a magic lantern for these 
stores. Vice President Robert Bishop, 
General Sales Manager Joseph Fiala, 
Advertising Director John E. De 
vine, John Allen, along with ex- 
ecutive stylists, designers. advertising 
and sales personnel all put on their 
hats and personally went out into the 
field. They talked with hundreds of 


John W. Allen 


Reporter's Note: While attending the 12th 
Exhibition of Printing, soonsored by the N.Y. 
Employing Printers’ Assoc. at the Hotel Bilt- 
more last month . . . we were attracted to a 
display of beautiful direct mail pieces and 
other promotion for a big carpet sales cam- 
paign. The award-winning promotion shown 
on these pages prompted us to get the full 
story. We found that the guiding power be- 
hind them was John W. Alien, furniture store 
merchandising manager for Alexander Smith, 
Inc. Combining his 25 years of merchandis- 
ing experience with a well-rounded direct 
mail and other promotion campaign, John 
has steered Alexander Smith's “Keepsake” 
sales program to celestial heights. Backbone 
of the direct mail promotion are full-color 
circulars (pictured right) and sales letters 
(pictured on following page). Their success 
has made “Keepsake” a magic carpet for di- 
rect mail sales. 





furniture t owners and managers 

. . listened intentively to their prob 
lems. 

Executi otmnces May ha seemed 
almost deserted, but Mr. Allen justi 
fies the top brass inspection tour of the 
hinterland with an explanation well 
appreciated by any ex-Gl Its a poor 
general,” says he, “who doesn't know 
what is going on up tront. 

Alexander Smith’s five-star represen 
tatives got an on the-spot look see at 
the tactical situation. As front-line ob 
servers they saw that what retailers 
wanted and needed most was a fran 
chised program that would give them 
an exclusive line in their local areas. 
An exclusive line with no competition, 


no price cutting. 


The Lamp Is Created 

Retreating to the home office war 
1com, Smith's generals started the lo 
gistics of giving these retail furniture 
stores what they needed. Stylists and 
designers went to work. Because 80% 
of all rugs sold today are Axminsters 
(namesake of the small English town 
where production of soft pile, hand 
tufted carpets made it famous) they 
created an exclusive Axminster line. It 
boasted of a private style, private label, 
and would come in three different 


irdsley and 


quality grades (Manor, 


Regal) with 15 private patterns. The 
new Axminster line was planned so as 


to give retailers an easy 6% to /% 


mark-up. Only franchised (one to an 
area) retailers could get it. 








SUGGESTED SALES LETTER TO BRIDES 
(sead with KEEPSAKE circular and reply card) 








Sales letters were largely responsible for the success of the “Keepsake” direct mail 
promotion. Copy suggestions for letters were offered to franchised furniture stores 
Written by furniture store experts, different letters appealed to engaged girls, brides 
(shown here), new home owners and charge account customers. Furniture stores repro- 


duced this copy on their own letterheads, and mailed to their own lists 


. accompanied 


by a “Keepsake” reply card and a full-color circular (shown on page ‘%) created by 


Dickie-Raymond, Inc 


Stylists and designers had come up 
with the lamp, but it still needed pol 
ishing. ‘Ihe carpet commanders’ junket 
to tront-line turniture stores also re 
vealed that retailers wanted and need 
ed heavy 
artillery support. 

To give it to them, John Allen, John 
Devine and Joseph Fiala coordinated 


promotion and advertising 


their respective merchandising, adver 
tising and sales departments and went 
into action. With sights set toward 
prospective married women customers, 
the first round of the barrage was 
choosing a good title for the new line. 
Women had already shown that they 
liked the name for silverware, jewelry 
and other items, so the magic carpet 
followed suit and also became Keep 


sake. 


Promotion Package Provides 
The Polish 


With the ttle set, 
polished with a powerful promotion 
package furnished to tranchised Keep 
sake retailers. A pocketed porttolio, 
loaded with high-calibre direct mail, 


the lamp got 


newspaper ad mats, point of purchase 
displays, publicity and radio spots, gave 
them the sales ammunition for a well 
equipped, concentrated advertising at 
tack. 

“We were determined,” says Mr. Al 
len, “to do most anything to help these 
merchants.” To prove it, the promo 
tion package went to franchised retail 
ers absolutely free. And to prove it fur 
ther, Alexander Smith offered to pay 
50% of the new spaper space costs, 
based on 2% of total purchases. 

From The New York Daily News to 
The Oklahoma City Times, newspap 
ers across the country blossomed out 
with local Keepsake ads. People’s Out 
htting Company in Detroit went a 
step further and blossomed out with a 
tull-color magazine adaption. The re 
sults of this forerunner prompted Al 
exander Smith's advertising depart 
ment into a more serious consideration 
planned more R.O.P. 


new spaper mats and color preparations 


ot color. The y 


for magazines. 


Direct Mail Was The Genie 


During the heavy advertising bar 
rage, personal direct hits were made by 
mail. Direct mail proved to be the 
genie with the power to get the magic 
carpet aloft and keep it at a high sales 
altitude. “We offered retailers a lot of 
direct mail in the package,” Mr. Allen 
told us, “because direct mail is more 
popular with them now than ever be 
fore. Reports trom stores all over the 
country show that it is paying more 
and more.” 
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The offering was a complete direct 
mail genie, conceived by Dickie-Ray 
mond, Inc. at their 521 Fifth Avenue 
offices in New York. Being a sizable 
direct mail giant themselves, Dickie 
Raymond knew the importance of get 
ting the new genie off on the right 
foot. They put its best foot forward by 
first giving retailers an informative fact 
sheet entitled How To Tell And Sell 
By Direct Mail. It outlined the basics 
ot a successtul Keepsake direct mail 
campaign. 

Next, Dickie-Raymond offered copy 
suggestions for four different sales let 
ters. Written by furniture store experts, 
they appealed to: 1) Engaged girls, 2) 
Brides, 3) New Home owners and 4) 
customers. Furniture 
stores had them reproduced on their 
own letterheads, signed by the manag 


Charge account 


er, and mailed to their own lists. (See 
Bride letter on opposite page) 
Although most of their immediate 
mailings were made to charge account 
customer lists which they already had, 
stores soon built local lists for the other 
checked newspaper en 
gagement and wedding notices, and 
got names of new home owners from 


letters. They 


local building contractors and moving 
companies. 

To go with the letters, Dickie-Ray 
mond created a beautiful full-color cir 
cular with store imprint and a Keep 
sake reply card also supplied free 
of cost by Alexander Smith. Stores had 
their choice of two types of circulars. 
One featured a special give-away offer. 
The other was designed without it for 
stores which shy away from free offers. 

Supplies 100 To 100,000 

Since October, over 500 cream-of 
the-crop furniture stores have signed 
up for a Keepsake franchise and the 
battery of direct mail support that goes 
with it. Other stores are enlisting at 2 
steadily growing rate. Just as Allen's 
boyhood lemonade filled the desire to 
beat the Kansas City heat, Keepsake 
has filled a retail desire to take the 
heat off slumping carpet sales. By sug 
gesting “Gee, it sure is hot, mister! 
You'd better have another.” John Allen 
created an immediate demand for the 
program still insisting that “It’s 
just as easy to sell 500 as it is to sell 
one.” 

But servicing them is not so easy. 
The big demand for direct mail cir 
culars has kept Mr. Allen and his as 
sistant Tage Fagergren working over 
time to fill the orders. They fill furni 
100,000 
free circulars, and make it clear that 
“We'll supply any 


mail pieces as long as the store uses 


ture store orders for 100 to 
amount of direct 


them.” 
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Window displays like this one at Niss Stores in Milwaukee, and other P.O.P. displays 
added impact to the well-rounded direct mail, newspaper and radio promotion. 


The “any amount” now 


155,000 circulars per 


averages 
about month. 
Printed in one-million lots, total pro 
duction since October is now reaching 
the three-million mark. These three 
million will soon be given added im 
pact by follow-up self-mailers now be 
ing planned by Dickie Raymond. 

Furniture store leaders such as the 
Kimbrell chain in North and South 
Carolina, Stern’s stores in Pennsylvania, 
Bing’s in Cleveland, Niss stores in Mil 
waukee, People’s Outfitting in Detroit 
and many others are riding the magic 
carpet for successful direct mail sales. 

The direct mail program has been 
so successful for Minneapolis House 
Furnishing C om pany in Minnesota, 
that they have shifted their advertising 
budget toward an increased use: of sales 
letters and other direct mail. 

In October, when newly-franchised 
Kane’s, Inc. in Boston was preparing 
their regular large Christmas mailing, 
they tossed in a Keepsake circular 
merely as an envelope stuffer. The cir 
cular offered a high priced $79.50 item; 
but Kane’s was amazed when it re 
sulted in more orders than they re 
ceived on their originally planned mail 
ing! 

Sales Training Also Needed 

The promotion artillery was a suc 
cess; but there was still a need for 
some combat training on the front-line 
of attack. During their many inter 
views in the field, Alexander Smith’s 
generals also discovered a need for sales 
training in carpet selling. Furniture 
store salesmen were leaving floor cover 
ing to the last simply because they 
didn’t know how 
mend style, design or fit tor the cus 


to properly recom 


tomer. 


The training began with publication 
of The Keepsake 5-Point Selling Plan, 
a booklet distributed to retail salesmen 
explaining how to sell Keepsake. Al 
exander Smith sales representatives 
went on bivouac, setting up sales train 
ing meetings and giving sales presenta 
tions. They showed retailers how to set 
up a “Home Carpet Service” which 
would send a store representative to a 
customer's home on request . . . to 
show Keepsake samples and offer car 
peting advice. 

In addition to this training, Alex 
ander Smith offered retail salesmen an 
incentive to sell Keepsake. They re 
ceived a commission of so much per 
yard, according to the grade value of 
the Axminster they sold. Salesmen took 
an interest in the program, and Keep 
sake sales skyrocketed even higher. 

The Magic Carpet’s Scope 

Before the Keepsake program went 
into operation last October, Alexander 
Smith had four points in the country 
each stocking $100,000 worth of rugs 
and carpets. As the magic carpet 
steadily gains altitude today, it now 
soars over $100,000 stocking points in 
11 major cities from coast to coast. 


As for John Allen ... the boss calls 
him on the carpet most every day. But 
he likes it that way, for to him “boss” 
is the retailer who constantly calls Mr. 
Allen on the carpet needed . . . as the 
result of a direct mail merchandising 


success. 


And even though he may now hav 
has name emblazoned on a shiny pri 
vate door, we don’t think John Allen 
hand-scrolled 


” 


will ever forget that 
shingle: “Ice Cold Le monade—2¢ 





Readers Are 


Ready To Laugh! 


By William T. Tucker 





Reporter's Note: Many people think humor 
is a dangerous thing in direct mail and par- 
ticularly in letters. It is dangerous unless 
you know how to use it properly. If you 
can get a smile out of the reader of your 
letter you are holding his or her 
interest. So we liked the article in a 
recent Bulletin of the American Business 
Writing Assn. it was written by William T. 
Tucker, who is an instructor in Business 
English at the University of Illinois. “Tom” 
Tucker is a graduate of DePauw University 
and is writing his thesis for a Ph.D. degree 
from the Institute of Communications Re- 
search at the University of Illinois. His 
ideas are worth reading. 





received 
prompter 
than the one that read: 


Probably no letter more 


attention or led to action 


Dear Su 
Ive been 
la And that's hard work even for a 
4 blond almost caught 
me in the 7th Avenue subway; 
b printing down the tracks from Penn- 
sylvania Station to 42nd Street in front of 
f tonight I 
flights of stairs be- 


running trom women tor two 


bachelor of sixty-two 


I escaped only 


ged express train. And 
had t limb down 12 
cause six girls from the Club Versailles were 


watching the elevators in my office building 


Won't mu send me the tweed suit I 


dered and take back the mink coat vou de- 


vered before either my | or m virtue 


t 


And probably 


none anywhere re 


ceived less worthwhile attention tha. 


the application letter that started: 
Dear Mr. Pere 
All I'm really 


1 soft chair, and a big salary, but 


interested in is a_ thick 


ue mnsist 


Humorous letters? Why, some of 
them can almost kill you, as the Chi 
cago businessman who received the 
mechanism that fired off a cap when 
the envelope was torn open could at 
test. But then executives 
ulcers rather than bad hearts. 

The big question is: when do you 
talk like a funeral director and when 
do you break out the Runyonese? And 
the answer of most businessmen (and 
teachers as well) is that you had bet 
ter just be dignified and pleasant. “Al 
ways write business letters when you're 
wearing a pin-stripe suit,” says a Phila 
delphia salesman who is known as the 
best man in St. David's at livening up 
a party after working hours. 


most have 


22 


There's a lot in that 
althoug remem 
bers the letter friend carried 
around in his pocket for three months 
because it had the ultra-light touch. 
And I suppose almost every one of us 
hates to think of all that attention 
value being lost when we start to write 
a letter that is as safe and sane as a 
first mortgage on the Pentagon. 


viewpoint, 
every one of us 
some 


Frankly, there just isn’t any infall 
ible set of rules on how loud the read- 
er should be permitted to laugh. But 
there are a few principles guaranteed 
to help you make the best of it even 
if you are fired for following them. 

A claim knows few limits. 
You can call the mail department a 
bunch of ring-tailed civets and the de 


letter 


partment manager an 
head, IF YOU 
THROUGHOUT 


Any let-down to a 


unripe melon- 

KEEP IT UP 
THE LETTER. 

normal tone ex 
poses these insults for what they are, 
but if the sarcasm and insults are as 
broad and as long as the letter, it is 
obvious to everyone that the writer is 
just being humorous. 

There is another occasion when you 
may insult the reader with impunity 
and spread sarcasm on with a pitch 
fork. That’s when you are delivering 
good news that is so unexpected, and 
when you save that surprise 
for the end. 


sweet 
Otherwise, forget the sarcasm and 
the insults. 

But there are other kinds of humor 
that will find a place in most letters. 
The stock joke is better than you think, 
perhaps. A midwestern insurance com- 
pany was delighted with an applica 
tion letter that began: 

Dear Sir 

Confucius say, “Man standing on side of 
hill is seldom on the level.” But I am really 
on the level when I say 

It sounds feeble, | know. But realize 
what the personnel man who received 
it had been through with the hun- 
dreds of letters that had come in dur- 
ing the past week. Not a one had been 
written by Mark Twain or Ring Lard- 
ner or even the most humorless of Jack 


Benny's five gag writers. Every one 
had probably been as sincere and ear 
-and 


just as dry. So the light touch was wel 


nest as an accountant’s report 


come even though a little crude. It is 
welcome most of the time in every 
business office in the country, and that 
conclusion is supported by Frederick 
E. Gymer’s tremendous success in sell 
ing mottoes like “I'D LIKE TO HELP 
YOU OUT— WHICH WAY DID 
YOU COME IN?” and “WHAT CAN 
YOU EXPECT OF A DAY THAT 
BEGINS WITH GETTING UP IN 
THE MORNING?” for promotional 
use by a long list of dignified busi 
nesses. 

So humor can help your letters, if 
you don’t let it interfere with the ad 
aptation “you” attitude, or psychologi- 
cal techniques you've labored to perfect. 

Especially watch for chances to use 
the broader forms of humor, such as 
overstatement, obvious puns and fan 
tasy. They are hard to mistake for 
serious statements of fact (and one of 
the dangers of humor is that some 
myopic executive will take it literally). 


Such techniques are made for sales 
letters, good will letters, favorable ad 
justment letters, and they can be adapt 
ed to everyday letters, even credit and 
collection letters with a little skill. 


Almost everyone who read it re 
members the FEsqurre sales letter that 
began: 

Dammit de 

My eves are too weak to see anything more 
but be sure to renew 


than the pictures 


my Esquire subscription 

So wrote an eighty-year-old gent 
from Oklahoma. 

And most of the recipients must have 

wn 
chortled happily at the good will letter 
from a New England bank president 
anuouncinyg its first use of a woman 
as a teller. It read: 
Dear Account Holder 

We wanted to surprise you this week 
by having Marilyn Monroe at the first teller’s 
window. But when we looked into her 
salary requirements, we found that we could 
hardly manage the affair without raising the 
service charge on your checks. And we 
didn’t have any assurance that you could 
recount your cash accurately under such dis 
tractive circumstances 

Instead, we found a young lady from 
Katherine Gibbs business school, who has 
proved her ability to add and subtract as 
well as to hand you an attractive smile with 
your deposit slip. 

Of course, if you insist on the traditionally 
sourpussed banker, you are free to call on 
either of the vice-presidents or me for any 
transaction. 


One store grants credit iike this: 


Dear Customer: 

The credit manager has asked me to warn 
you about this little credit tag. You see it 
was just two months ago that a new charge 
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’ e 
customer got so excited about her credit tag ADVERTISING MEN! You il find many 
and our merchandise that she wandered business -building ideas 
. . . 


around the store for two days charging mer- 


chandise to her account. Frankly, it ran ou 


stocks so low that we just didn’t have a 


reasonable variety of things for our other 


customers, and she had her house so full 
of boxes that the family had to eat on envelopes 
the stairs bi 

And there probably are few exam solve business prosrems 
ples of the use of a simple pun that 


incorporates the “you” attitude better 
than this order sent to a wholesale envelopes 
bakery: offer the best solution 


Please double the order of glazed $nuts 
They are selling better than I hoped. You 


: Sd oO dnuts ‘ > s "y e 
Pig ay your $nuts mean $, at least they it pays 
The point seems to be that humor to specify U.S.E. Envelopes 
can be made to serve the principles of 
letter writing just as easily as it can 
upset them. And the undoubted rea- 
son for the dearth of humor in busi 
ness letters is that neither humor nor 
good letters are easily come by, and the 
combination can be spectacularly elu 
sive. Nevertheless, I'd recommend 
looking for the opportunity to slip in 
a chuckle now and again; because, if 
you insist on dignity and sobriety, you 
will eventually pull that boner that 
takes for the unintentionally funny let- 
ter. Of course, that is the funniest let- 
ter of all. And it certainly seems to HOW envelopes are used in mailings, 
please the reader. But, somehow, | packaging and business systems, and 
don’t want my name remembered WHAT envelopes to use: you'll find 
longest as a synonym for “malaprop.” all these in the U.S.E. “Handbook”, 
Do you? a pocket-size volume 142 pages. 
Well, just use humor on occasion, and But most important to you is WHY 
I'll be darned if they won't think your _.. for a wrong answer here can wreck 
boners are intended as high humor. It your plans. So— you'll be/especially 
may make them a little less funny, but interested in a new 64-page book en- 
it ought to make you a lot more com titled “What's in it for me?”. It runs 
ae hl lk like a telecast, and tells/WHY U.S.E. 
:, Envelopes help create/ favorable im- 
Laughs from Students Letters . pressions — WHY they are easy to 
Students are always pulling “boners print — WHY they séal easily and stay 
in their letters, like the one who wrote seuled — WHY they carry “overloads 
a reminder collection lette: saying, securely. . . . This booklet tells the 
“You have been a good customer of story of quality-control: the never- 
ours for many years, and we feel this ending work at U.S.E. plants and lab- 
must be due to an oversight. oratories to maintain the high quality 
——— -— —— standards which enable us \to back 


U.S.E. Envel ith\a fi 
MAKE CONVENTION TIME px oro nvelope with\a firm 


VACATION TIME! 








Boston, Mass., Statler Hotel “One last speedy but practiced inspection’ 


—e— 


Mail Advertising 
Service Association: is ready to help you? 


October 9 to 12 

The World’s largest manufacturer of envelopes and your printer and 

envelope supplier — ready to tell you the HOW-WHAT-WHY story. Ask 

Direct Mail Advertising them for free copies of the U.S.E. “Handbook” and the booklet “What's 
in it for me?”. 


UNITED STATES cy 
ENVELOPE COMPANY Springfield 2, Massachusetts 


15 Divisions from Coast to Coast 


Association: 
E1-Al 


October 13 to 15 
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$15,000,000 IN SALES 
FROM 7000 PROSPECTS 


How would you like to have a list of 
only 7,000 prospects which in the past 
four years has produced over $15,000, 
QUO in sales? 

So would we. 

But it’s not wishful thinking for 
William C. Wold Associates, special 
ists in transport aircraft sales, who are 
constantly using such a private list. 
Since 1949 they have used it to sell 
over 80 multi-engine executive and air 
line transports . racking up an air 
craft brokerage record of more than 
$15,600,000 in sales. 

This staggering total has been chan 
neled through their modest offices at 
516 Fifth Avenue in Manhattan by a 
sales force of three consisting of: 38 
year-old William C. Wold, an M.I.T. 
graduate engineer with over 15 years 
aircraft experience; his partner Joseph 
I. Barta, an N.Y.U. graduate with 
over 10 years aviation experience which 
includes over 2,000 hours of flying time 
as a multi-engine pilot; and. . . direct 
mail, which works as the initial door- 
opener for both Wold and Barta. 


Building a $15,000,000 List 


Several years ago, while working as 
New York sales representative for Con 
solidated Vultee Aircraft Corporation, 
Wold got a good look at the executive 


26 


and airline sales picture. What he saw 
was a big potential market for surplus 
military and airline planes. He thought 
so much of this market that in 1949 
he opened his own brokerage firm 
with a determination to keep close 
tabs on all the multi-engine aircraft 
throughout the world. 

His first move was to go to Wash 
ington where he managed the difficult 
task of getting a list 
craft. He found that there were 6,000 
planes on the registered list, and that 


ot registered a 


they were owned by 1,000 cempanies. 

3y writing personal letters to these 
companies, he gradually built up a per 
sonal list of men closely connected 
with the multi-engine air fleet. On it 


today are 7,000 names of top execu 


tives, pilots, government and corpora 


tion purchasing agents, export and im 
port firms, and airlines . . . both in 
the U. S. and abroad. 


Direct Mail Works Both Ways 


To this prime list of 7,000, Wold 
directs a steady flow of market reports, 
illustrative brochures with special air 
craft offerings, and sales letters. 

Like the automobile business, most 
buyers in Wold’s business are already 
owners of the product. Not only must 
he find purchasers, but he also must 


Illustrative brochures help 
William C. Wold Associates 
sell all types of multi-engine 
aircraft. Coupled with sales 
letters and follow-ups, they 
have boosted Wold Associates 
to the top of the aircraft 
brokerage field. 


keep his files active with almost all 
new models available for sale. Both 
Wold and Barta have found that direct 
mail works both ways for them— it 
helps them secure listings of available 
aircraft for sale, and is a sales promo 
tion powerhouse for obtaining leads 
which usually wind up as sales. 


Several times a year, Wold Associ 
ates makes a survey of owners to find 
yut which aircraft are for sale. Avail 
able planes are marked on file cards 
listing the plane’s specifications. By 
Keeping abreast of ‘the multi-engine 
fleet and its owners, Wold’s extensive 
hile can offer prospective purchasers 
complete information on every multi 
engine aircraft for sale. 


When an owner makes a standard 
sales promotion agreement with Wold 
Associates, a direct mail campaign is 
prepared on the plane and mailed to 
the 7,000 list. Usual format is an illus- 
trative brochure showing the executive 
interior, exterior, and equipment, and 
listing of the plane’s complete specifi 
cations, features and price. 

Inquiries to these mailings vary in 
number with the type of aircraft of 
fered. A Twin Beech, for example, will 
usually pull about 50 replies, a Lode 
star—30, a DC-3—25, etc. These in- 
quiries are followed up with personal 
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letters and calls by Wold and Barta 
who most often are able to negotiate 
the sale. Ford Motor Company, Gen 
eral Tire and Rubber Company, In 
ternational Harvester and General 
Electric Corporation are only a few ot 
the many prominent firms which have 
been prompted by these brochures to 
purchase aircraft through William 
Wold Associates. 


Follow-Ups Are Important 


Although Wold and Barta are lead 
ers in the aircraft brokerage held, sales 
such as the ones mentioned above 
aren't always a cinch. Keeping a rep 
resentative number of buyers and sell 
ers on their active roster requires a 
sizable amount of personal follow-ups. 
One of their most recent and typical 
sales was a Douglas World War II 
B-23 bomber, converted to an executive 
transport, which they sold for Union 
Oil Company of California. 

By tracing the sale from its inception, 
you can easily see that direct mail fol- 
low-ups are important: 

Last June Wold Associates wrote to 
Union Oil Company and inquired if 
they would consider selling their air 
plane which Wold knew was available. 
Mr. C. S. Perkins, assistant purchasing 
manager of Union Oil, replied that his 
company had several inquiries on 
which they were working at that time. 
If these didn’t materialize, said Mr. 
Perkins, they would contact Wold As 
sociates. 

In the meantime, Wold Associates 
had located a B-23 prospect. Barta 
wrote back to Mr. Perkins advising 
him of the prospect and stating that 
Wold would like to present the plane 
to him. If this was O.K., Barta asked 
tor Union Oil to send complete speci 
fications of the aircraft. Mr. Perkins 
sent the specifications and listed the 
plane with Wold Associates at a price 
of $250,000 including spare parts and 
engines. 

In his acknowledgement to Mr. Per 
kins, Barta requested Union Oil’s con 
sideration of an exclusive listing: 

. we feel we could do a much better 
job on your airplane, achieving a higher pric« 
and negotiating a sale in a shorter period of 
time if we had the airplane on an exclusive 
sales promotion agreement. In the past we 
have sold the Fairbanks, Morse Co. B-23, the 


International Harvester B-23, the Great Lakes 
Carbon B-23, and the Lehman Brothers B-23 


By the end of August, Wold had 
registered three more prospects with 
Union Oil and had received confirma 
tion of all three. Barta wrote another 
follow-up to Mr. Perkins, again asking 
for an exclusive listing. 

Mr. Perkins replied that Union Oil 
had two prospective purchasers, and if 
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“Yessir, when properly scored, Buckeye Cover is practically 
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we always specify it,” says this agency production manager, * 
“and there are others. In our shop, Buckeye Cover is the old 
reliable, and always has been, for strength and durability, for 
looks and for feel, for dependable printability.” 
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ance doubly sure, be sure to give it a BUCKEYE COVER. 
Complete sample book on request. 
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they were unable to sell the aircraft 
through their own sources in the next 
few weeks, they would be interested in 
making exclusive arrangements with 
Wold Associates. 

During September and October Bar 
ta wrote several more follow-up letters, 
registering more prospects like the 
Mellon National Bank of Pittsburgh, 
Freeport Sulphur Co. of Louisiana and 
Campbell Chain Co. of York, Pennsyl 


vania, and still urging an exclusive list 


* Write mow for your FREE sample “Clip Book 
- f Ready-to-Use Art 
- Acetate. Als Jetails on $10 kit of stock 
‘ tre ts paste-up time and costs in 
‘ N bligation. Send for yours today 
‘ 
' 
' 


and new Hand-Leftering 


HARRY VOLK JR. ART STUDIO oe 


400 Central Building 


tee that time i not in 
Atlantic City, N. J our favor now as it was in the past, since 


mite shipping ima price 





coming down. At the present time, there 


LOOKING FOR are three B-2 


A LARGE NUMBER OF which meat 1 greater need tor cor 
i I have pointed out 


THE TOP 10% — oa aes tilling on 3 Wn oF ole pe 


IN WEALTH, INCOME 
AND INTELLIGENCE 6 

Men and women at home addresses ) ’ 
whem. * > at 6 ook @ Gon On October 20th Union Oil sent a 
Everyone a mail order buyer of highest 
quality Far more Buicks, Cadillacs and 
Olds than Fords, Chevies and Piymouths 
A with high pride of ownership. Nice 
homes. Fine lawns. Beautiful gardens and 
rTany estates 


urcraft in competition with 


Joseph T. Barta 


gram which i effective unless luck 


next day, Mr. Perkins telephoned Wold 
that the B-23 sale had been consumat 
telegram authorizing Wold Associates ed at $180,000. Mr. Korb flew the 
to reduce the price of the airplane to plane home to Pittsburgh the following 


$225,000. 


1 running wit 


week. 
en 4 - — Eight days later Mr. Perkins wrote 
rite r mplete rent j r tion, . : 

yiving your residence post office or name to Barta that Union Oil Company 

of smaller town where y know every E 

cade Ob Om Gn thew eeu te tee of would like to enter an exclusive sales 

person on the list promotion agreement with Wold Asso 
Offer strictly limited to sers and of- os . 

fers of highest character. Once-a-month ciates. The agreement was signed effec 
se only tive November Ist and an illustrative 

KozaK, 147 So. Lyon St., Batavia, N. Y brochure for Union's B-23 was pro 

mailed to Wold’s list of 


Newcomer's Needs Are Analyzed 


With many negotiations of this type 
in the works all over the world, Wold 
and Barta also beam part of their pro 
market of 


motion toward the new 


American industry which doesn’t own 











duced and : 
aircraft but could use it as an effective 


7,000 prospects. 
a business tool. 

The brochure resulted in a number 
of inquiries, including a concrete offer 
to buy the B-23 for $150,000 which 
Union Oil rejected. But one of the in 
quiries was from Mr. A. C. Korb, 
Chief Pilot for Westinghouse Electric 
Corporation. He telephoned Wold, 
saying that the President of Westing 


Using their experience of known 
operational methods and uses of in 
dustrial aircraft, Wold and Barta guide 
newcomers in the field who do not 
own or operate aircraft. Part of their 
direct mail program goes to this group, 
offering to analyze particular trans 


house, Mr. G. H. Price, had received 
the brochure and was interested. Mr. 
Price wanted Mr. Korb to inspect the 
plane. 


portation needs and advising how 
available aircraft could solve their 
transportation problems. 

William C. Wold Associates’ foreign 
airlines market gets personal attention, 


On January 4th, an inspection of the 
plane was set up in Los Angeles. The 


BY IWAN |. PRELIMINARY SKETCHES AND 


too. Direct mail paves the way for a fly- 
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7, Here are some of the things you 
Preliminary sketches and finished drawings ready for repro- 
duction, for books, Magazines and advertising Diceatnten 
dummies for the Preparation of folders, booklets, letterheads 
Catalogues, house organs, annual reports and slaniies a 
tsing material. Made from your typewritten copy preet 
dummies will include a general visualization of an attractive 
manner of presenting your message both as to design and 
color. They will include recommended type faces “ape 
di oa one pane copy will be scaled to fit type areas 

graphs will be scaled and shown 
and cover design or other needed art w 
tion. The dummy or sketch that | will prepare from yo 
copy will visualize for you how your printed piece will look 
and serve as an accurate estimating guide for your printer 
and engraver. Send me your material and I will quote price 
and time needed for delivery of your work ag 


can obtain from me by mail 


in size and position 


ork sketched in Posi- 








Dependable Service by Mail 
to all Parts of the Country 








William C. Wold 


ing sales tour which either Wold or 
Barta makes annually. A successful 
three month around - the - world sales 
itinerary which Barta is now complet 
ing, was bolstered by an advance di 
rect mail announcement of his trip to 
foreign airlines. 

With more and more alert com 
panies realizing the value of industrial 
aircraft, American industry's present 
$250,000,000 investment in its corpor 
ate air fleet is steadily increasing. So is 
William C. Wold Associates’ list of 
and the $15,000,000 
sales record they have already made 


7,000 prospects ... 


with it. 


WORST LETTER 
OF THE YEAR 


The worst letter of 1953 reached us 
on the last day of the year. It was 
sent to us by one of our advertisers 
who also advertised in the Journal of 
Commerce. At tirst we thought it was 
a joke. But the letter was personally 
typed on the stationery of a company 


which professes to be “manufacturers 


ot chemicals tor homes and auto 
mobiles”. There was practically no 
margin at either the left or right of 
the letterhead. 

We are reprinting it word for 
word . . . for your enjoyment or to 
show your secretary. 

Gentlemen 

reference your ad in the journal of com- 
verce, we is manufacturing a chemical name, 
double-power, battery improver, our mail 
order buvers is selling very fast, this pro 
duct will tuneup and weak worn out bat 
tery and give it longer life, wont a hot 
batter in any weather, use our double- 
power, one treatment of double-power, bat- 
tery improver, stops battery from going dead 
from lead sulphate corrosion knowed batters 
killer this chemical cleans plates in side of 
battery like new, the battery work like new, 
new battery treated with double-power plates 
is keep free of sulphate, corrosion, battery 
life is double, use lights, heater, radio, as 
much as you like double-power keeps bat- 
tery automatically charged, 

Our factory price very low, wrap in 
three different colors cellophane packages 
beautiful, 12 packages $3.00, retail mail 
order $12, your profit on each dozen $9.00, 
one package one dollar, a package treat one 
battery, this product really sells in auto 
mobile magazines, over 60,000,000 auto 
mobiles and trucks on the road today with 
batteries needing more power for loads of 
accessories put on automobiles at the factorys, 
our product guarantee more power, and 
longer life, can also be mail in envelopes for 
6¢ A big direct seeller, 

Name, Extra-Weks, Nylon and silk saver, 
run preventer, triples wear in these garments, 
guarantee, we have tested this chemical for 
years leting different ladies wear hosierys 
treated with it, results have been amazing 
delays first run for weeks, remember this 
happen wearing one pair of stocking for 
weeks, some last over 8 weeks without onc 
run, almost stop runs from ever starting, 
these chemicals makes nylon threads stronger 
then ever, a pair of hosierys treated with 
Extra-Weekes will out wear thre epairs not 
treated, easy to use, guarantee harmless, our 
direct factory price 12 plastic jars $2.8¢ 
retail price of 12 jars $7.08, your profit on 
a dozen $5.0@, this product is selling very 
fast in stores, Ladies go for it, once they 
try it, they will never be without it again, 
free sarnples send on send on request; 

wours very truly 
(Signed by salesmanager 


HOW TO WIN NEW MAIL 
ORDER CUSTOMERS IN 
VOLUME FROM 


Mos Cf 


MAIL ORDER LIST SERVICE, Inc 
58 Newbury St Bost 16. M 
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DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mail Order Letters that 
bring back orders and cash , 
Contacting Letters that create and 
maintain good will between sales- 
men's calls booklets, folders, 
brochures, house organs, circulars that 
do the selling jobs you want them 
to do. Fully indorsed by a nation- 
wide clientele. Winner of two DMAA 
Best of industry Awards . . . Dartnell 
Gold Medal . . . editor of IMP, 
“the world’s smallest house organ.” 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 
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Immanuel E rangelical Luthe tan Church 


Mdiapolis LI 


aa Direct Mail 


remember it 
be silent 


for these + minister 


worship here * 
INVITATION TO u q Ss 


COME TO THIS CHURCH 


but enter st your own risk! 


We welcome you always h 


ugh we bow our heads with shame at the ndition of our 
House of God and ask His forgiveness for our past neglect and the physical dangers to which 


His congregation is exposed as the members praise His name 


HERE ARE THE NEW SET OF RULES TO ABIDE BY 
Beware of those worn out steps at the entrance of our church. You si? td r 
trip, fall, and hurt yourself 


If it is raining hard, don't sit in the pews stained by the rain, as the roof leaks and you 


are apt to get wet. Pans are placed along the aisle to catch the dripping water 
better wait outside until the majority reach a decision 
ce inside or meet at the high school A strong wind could 


rut ne . 


ause the buckled r ‘ te ° 

ot Shor sell Oe cones one This ts one of the most unusual case 

the building down . ° . ° " 
eae histories ever printed in The Reporter 
the stove in the Sunday School room may fall It’s a ple asure to tell you about it on 


hurch would quickly go up in flames 


a the opposite page, and show you the 


to the first floor. Better caution your 





they wid readily topple over on some one's head below 


— complete letter here... for it fu 
nishes a soothing relief from the stories 


of charity rackets. 











Ene up your heads, O ye gates, and be lifted up ye everlasting ¢ _ that the 
King of glory may come in.” 


the exposed wiring in the balcony so you won't get shocked and be sure Because of ovr truly dire need, we propose to raise $75,794.79 to be added to the $24,205.21 


im our church fund and build « structure, as illustrated, that wil) prove our community pride 
—end our congregation's faith in our all-sufficient God 


posed to anything inflammable like wood of paper as it constitutes a 


ngregate int * t corner of the building as the brick foundation Not only will our regular members be proud to have helped build such « beautiful house of 


re away d the Moeorir in at that weak point worship, but our “alumni” members will also feel exultant at such « building. Many people 
who have moved away attended this old church and their children were baptized and con 
firmed here. They will also be given the opportunity to help build this new landmark. Like 
you. they too, will be able te throw beck their chests and say 

‘0 BUILD THAT CHURCH! Its cornerstone contains my name so it will go 
rather they were made in sir t down through history yatil time imme morial and my name and contribution will live 

hat actually exists in ne in forever.” 
One life to live 
oned be uf the t situation of } r 
a — ~ “ Twill soon be past 

Only what's done 
For Christ will last.” 


cially in windy weather. In the 
eure to the cold sir as you 


sthouse 





n Mediapolis and even nearby Burlington 


i be a 
are frown - - . t . t ! Se when « committee calle on you, welcome these volunteers as fellow workers for our 
. House of God 


ve and it shall be given unto you (Lake 6:38) 


No longer shall we say “What was good enough for our grandfathers is good enough for us. 
You will be expected to give what a person of your standing, position and success should 
contribute—and remember it may be paid over a S-year period, if desired. With your pledge 
we shall | get started right away to build a new church 


When your name is called, will it be on the Honor Roll to help ye out our present 
lect? WE BELIBVE IT WILL! 


Yours in the Faith 
Jat. -. THE FINANCE QM MITTEE 
ke Y “rl 7 Ca bh mg S339 1 
»— S2TEMN GK 


- SebaaY A5tatheng 


If you live out of the community thie is our method of « ng on ¥ Here is a card whic 
you are asked to sign. and on which you may indicate your preferred plan for giving. Your 
contribution will be awaited by the Committee and recorded with the others. Please send 
your gift and signed investment card. for thie worthy Kingdom endeavor. to Mrs. W S. Co 
cayne. Treasurer. Mediapolis. lowa 
“Where your treasure is, there will your heart be also 
(Matthew 6:21) 
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Mediapolis, Iowa is a little town of 
about 835 people. 

The Lutheran Church there consist 
ed of a congregation of only 105 tami 
lies. The old church building had been 
in use for 64 years ... and was just 
about ready to topple down. 

\ new, young pastor (his first pas 
torate) decided to do something about 
it. A protessional fund raising outht 
couldn't guarantee to raise more than 
$35,000 and wanted a lot of money 
to do it. Pastor Anderson asked Leo 
Bott, Jr., 64 East Jackson Boulevard, 
( hicago, Illinois, to look over the sit 
uation. Leo visited the church, studied 
the possibilities and wrote the unusual 
three-page letter shown here. 

It was printed in the local newspaper 
ofhce; individually signed by the six 
building committee members, and 
mailed to the 105 tamilies, plus a few 
local merchants. Accompanying the 
letter was a simple four-page folder 
showing architect’s plans for the new 
church (giving the details). 

Results? At a cost of only a few 
hundred dollars tor printing and post 
age, the church has raised (as of this 
report) slightly more than $76,000... 
but new pledges are still trickling in, 
which may make the goal of $100,000 
a reality. The old church has been 
torn down ... and the new structure 


1S taking its place. 


We think all Reporter readers will 
enjoy studying this unusual letter. The 
first part is radical in that it’s com 
pletely negative. But the results seem 
to prove that the approach of a sales 
letter 1s the most important factor 
the length is of secondary importance 


if the approach is correct. 


Leo Bott deserves a pat on the back 
for showing us how to build a church 


with direct mail. 


VERBIAGE 


One of the advertising trade papers 
started a first-of-the-year editorial with 
the following 


“Traditionally, this is the time of the 
year for prognostication. And true to 
form, predictions have been coming in 
from every quarter ol the business 
world. The validity of usual influx of 
forecasts is always subject to much 
verbiage, but this year they bear a 
certain similarity to each other.” 


The writer of that involved lead sure 
forgot the “cat crossed the street” 
formula. Or did he know what “valid 
ity’ has to do with “verbiage?” 
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PRE-TESTED BUSINESS PAPERS 


Ask your printer or paper merchant 
to show you samples of the complete 
Nekoosa! watermarked line. In your 
choice of a wide variety of\color$ 
weights and finishes. 


— WEKOOSA-EDWARDS PAPER CO 
PORT EDWARDS, WIS 





Stimulating Hotel Sales 
Through Direct Mail 


by Leonard Hicks, Jr. 





Reporter's Note: In January 1953, The Re- 
porter published an article about the wonder- 
ful Sales Manual for Hotels edited by Leon- 
ard Hicks, Jr 505 N. Michigan Ave., 
Chicago 11, Ill. (for the Hotel Sales Managers 
Assn.). That manual is still one of the 
finest collections of concrete examples of 
direct mail used in the hotel business. 
Leonard is currently doing a series of 
articles on hotel sales for the Hotel Monthly. 
We are reprinting here part of one of the 
articles which deals with direct mail. Even 
though you are not in the hotel business 
you may get some inspiration and ideas 
from his caste histories. When other direct 
mail ideas pop up during Leonard’s series, 
we will pass them along to you. 





Direct Mail, if it is propertly used, 
is one of the best sources of producing 
business for hotels and the facilities 
within them. Too few hotels have tak 
en advantage of the direct mail pos 


sibilities. 


Q. What have been some of the most ef- 
fective direct mail campaigns used recently 
by hotels? 


\. Ralph Breshears, assistant to the 
president of the Wilton Hotel in Long 
Beach, California . used direct mail 
to set up his entire national filing sys 
tem for the Wilton Hotel, and had 
one of the best returns your writer has 
ever seen on a one shot letter. To ex 
plain tully how this direct mail cam 
paign was handled, let us quote Mr. 
Breshears 

In opening the new Sales Depart 
ment at the Wilton Hotel in Long 
Beach, there manv 
problems since it was a new depart 


Calitornia, were 


ment and there were no fies of any 
kind 

“To establish the 
was ftelt that 


national, state or regional. 

national files, it 
a good piece of direct 
mail promotion was needed. A com 
plete list of all association and corpor 
ation trade executives in Chicago, 
Washington and New York was pro 
vided by the hotel representative or 
ganization employed by the Wilton. It 
was decided that a personal letter to 
each executive was warranted. The let 
ter was brief and included the follow 


ing: 


1. Opening sentence was a question as to the 
possibility of the association ever consider 
ing Long Beach, California 


vivantages of holding a con 


Beach, California was 


Briefly, the 
vention mn Long 


explained weather free con 


vention auditorium vacationland 


It was suggested, if more information wa 
required, the association secretary phon 
the hotel 


the phone 


representative in his city and 
number was given 

4 ‘P.S was added to the letter which 
stated that the enclosed was this individ 
ual’s V.1.P which entitled 
complimentary * accommodations 


Guest Card 
him to 
within the next two years if he would 
Beach to look at the 
purpose 


come to Long 
facilities of the hotel the 
being to sell the idea of coming to Cal 
ifornia and the City of Long Beach 


“Each letter was individually typed 
and individually signed. This of course, 
was done by an electric Robotype Ma 
chine. The V.I.P. Guest Card was of 
course, the most important gimmick 
in this direct mail promotion. It was 
an attention getter to make the secre 
tary read the letter. Also complete lit 
erature on the city of Long Beach was 
included. 

“RESULTS: This letter was sent to 
approximately 2,000 trade executives 
in Chicago, Washington, and New 
York with an amazing response of over 
500 letters. The ma:ority of letters 
were of a “Thank-You’ nature for the 
V.I.P. Guest Card. In nearly all cases, 
the association executive secretary stat 
ed whether there was a possibility of 
his group considering the invitation to 
come to California and Long Beach. 

“Several tentative bookings were the 


immediate result of this direct mat! 


campaign and it afforded the new sales 


manager an opportunity to set up his 
national files to some extent. A follow 
up letter was then sent again . . . to 
every secretary who answered the 
V.L.P. letter. 

“The important thing to remember 
in direct mail to trade executives is 
that they receive a lot of mail each day 
of this type and some ‘gimmick’ or 
attention getter must be developed to 
make them read your mail.” 


Q. Have any sales campaigns been carried 
on successfully through the medium of a 
specifically prepared post card? 


\. Larry Boyle, manager of the 
Moraine Hotel in Highland Park, Illi 
nois has just embarked on a direct mail 
campaign, the purpose of which is to 
seek out convention business for the 
Moraine Hotel. Let's quote Larry Boyle 
on his explanation of how this card 


series is used: 


“These eight cards are being sent to 
our entire mailing list of eight thou 
sand business organizations which hold 
sales meetings or conventions. These 
cards are mailed, one each month, for 
a total of nine months and are sent in 
a sequence. We are planning to follow 
the mailing of the ninth card with a 
folder or mailing piece which will! 
show all nine cards and will serve as 2 
windup for the entire mailing, cover 


ing a ten-month period. 


“We feel that the colors, art work 
and catch phrases are quite well done, 
and although we haven't any concrete 
response as yet, | am sure that we will 
soon have when the mailing gains mo 
mentum. We have sent out the initia! 
three cards which were more or less on 
the introductory side, and the fourth 
mailing will be sent out shortly. 


“The total card cost was le, the 
postage is 12¢ and the handling each 
time through United Letter Service is 
about ‘¢, making an over-all total 
per card of only 3'¢, which we feel 
is quite reasonable. Our total mailing 
list of eight thousand is now on ad- 
dressograph plates and is kept current 
with additions 


each month necessary 


and deletions.” 


Q. Exactly what is the “lazy man’s letter” 
that has been used so effectively by resort 
hotels? 


A. The Alsonett 
ployed the use of the 
ter in most of their resort properties 
specifically in Fort Lauderdale, Phoe 
nix, and St. Petersburg. The “Lazy 
Man’s Letter” tells the story ol the 
hotel’s facilities and what there is to 
do in and around the hotel. It is pro- 
duced generally in long-hand writing 
and is illustrated throughout by little 
cartoons which depict the various 
topics in discussion. Since most guests 
go to resort hotels on the recommen- 
dation of their friends, these letters re 
quire only a fill-in . . . of their friends’ 
names, and the signature of the guest. 


Hotels have em 
“Lazy Man’s Let 


Since the average vacationer will not 
spend his time writing letters, the ho 
tel does it for him, and in so doing 
brings the facilities of the hotel to 
the recipient of the letter. 
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Q. What about gadget or gimmick letters? 
Are they good or bad? 

A. Here, let’s quote an expert from 
the Mead Corporation of Da yton, 
Ohio: 


“Gadget Letters are good. In a flash, 
they raise the ordinary sales letter a 
notch above mediocrity. They give a 
letter those extra seconds of grace that 
are often sufficient to induce a read 
ing. They need add but little to the 
cost. As a series, they can readily build 
both acceptance and anticipation 
a considerable achievement for any 
series of sales letters. 


“The success of the gadget letter de 
pends primarily on the ingenuity of its 
author in selecting gadgets that are 
appropriate to the message. Also it is 
advisable to avoid being too ‘clever’ in 
the selection, lest the gadget be more 


memorable than the sales manager.” 

One of the most successful users of 
gadget letters in the hotel field is Mike 
Ames, director of sales and promotion 
at the Pantlind Hotel, Grand Rapids, 
Michigan. Mike would be happy to 
give you samples of some gadget let 
ters he has used, upon request. 


A GRIPE AGAINST 
GRIPING 


In the December 1953 Reporter we 
ran an article, “Biased, Unethical Re 
porting” . . . complaining about the 
attacks being made against direct mail 
by many newspapers (as a result of 
the new Simplified Addressing regu 
lation of the Post Office). 


The attacks are continuing .. . but 
petering off. We're still receiving a 
number of clippings and complaints. 


One of the best blasts came frora an 
advertising agency man in a letter he 
wrote to a friend in another agency. 
He enclosed a clipping from a west 
coast paper (labeling direct mail as 
junk mail) and made these pertinent 
comments: 

As an Advertising Agency using all media 
we certainly voice our opinion against any 
media publicity degrading another media 
We feel it slanders advertising as a whol 
and does the advertising profession harm 
Let us compete between ourselves, but not 
openly urge the public to take sides 

No one media 1s best for all products and 

markets. If this newspaper had bothered 
o look he'd more than likely see the very 
advertisers in his newspaper using direct 
mail simply because newspaper ads alone 
couldn't do a selling job. It takes a litth 
of this and a little of that! Every vehicle 
that promotes our economic system is needed 
Theretore we say let everyone in advertising 
instruct the public of the good being done 


by every phase of advertising 
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Don’t get bogged down! Save Time! Save Money! 
Gear your campaigns to the Mail Aid form 

of addressing. 

Mail Aids make it possible for you to do all of 

your addressing for a campaign of two or more mailings 
to the same list at the same time! And —Mail Aid 
Labels look neat and clean on the envelopes, too! 

Used successfully by thousands of firms! 


EUREKA SPECIALTY PRINTING COMPANY 
558 Electric Street, Scranton 9, Pa. 


... the busier 
the better for 
folks who specify 
Garden City 
Envelopes 


Millions of die-cut envelope blanks 
stacked on skids in skyscraper-like © Correspondence & Social @ Remittance 
tiers—like those above—are s a © Postage Saver & Window © Special Returns 
ing evidence of G.C.’s ability to pro- « Open Side Booklet © Open End Coteleg 


a > or > re ac renlictices Vv 7 : : : 
duce better envelopes at realisticall © it Mell & Business Reply © Office Uses & Moiling 
reasonable prices. 


Specialists in Envelopes and Outstanding Service 


THE HOUSE OF ENVELOPES... AND ENVELOPE IDEAS! 
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HISSOVER 


SEES 
LEDS 


May 10, 11, 12, 1954 


Grand Ballroom and Adjacent Ba!lrooms 


HOTEL BILTMORE 


New York City 


Request Guest Tickets or Exhibitor's 


Color Brochure on company letterhead. 


Thomas 8. Noble, Chairman 
ADVERTISING TRADES INSTITUTE, 
270 Park Avenue, New York 17 
Murray Hill 8-0091 


Next Advertising Essentials Show 
Nov. 15, 16, 17, Hotel Biltmore, New York 














Sell Your Products 
to More People 


plain the benefits your prospects will 
um the items you offer 

lligent approach ts featured in 
ind literature written for my 
lt gets paying results 
These effective selling ideas are de- 
scribed in an interesting booklet. The 
practical information it contains, may 
prove uselul in your business. Send tor 


uur cop without obligation 


EDWARD W. OSANN 
Creative Letters and Advertising Literature 
Since 1910 


Member 
Advertising 


175-35 88th Ave., Jamaica 32, N. Y. 
REpublic 9-2244 


Direct Mail Association 











Attention List Brokers 


Nemes and addresses of householders 
home owners men women, or family 
groups »f Rochester and Suburbs The 
City of Homes 
Rochester Consumer Advertising Corp. 
210 Lvell Avenue, Rochester 6, New York 














iw Ne Yoré Cal 


PHOTOGRAPHER 
Henry Harris 


$04 10 Avenwe 


ESplanade 2-86.26 wearin 14 new ves 


are uncovered, 








already too well annoyed 


The publi Is 
by TV Commercials, by radio singing com 
mercials, by the mass of ads taking up space 
blight of bill 
boards along highways, of magazines filled 
2/3's with ads, etc., etc. Why should an ad 


from news in newspapers, the 


vertising media join this public ridicule! 
Also, many merchants are not yet convinced 
# the need to advertise, and articles like 
the SF News editorial keep the merchant in 

difhcult trame of mind. Many 


feel it 1s too costly to advertise and if he 


advertisers 


gets to believing advertising doesn’t do any 
good, that the press is against the kind of 


dvertising he has been doing, he'll soon 
cease advertising entirely to his own detri 
ment and that of the public 


Let's all — one another 
To all ot which, this reporter says 


“Amen.” 


ANOTHER 
POOR JOKE 


Buffalo has a distorted 
sense of humor. He is causing head 
aches tor firms which distribute per 
mit business reply envelopes. He mails 
their envelopes back (postage due) 
with a form letter produced on plain 
white paper (dittoed). We'll reproduce 
his copy here. Some of our Buffalo 
friends may be able to track him down: 
HELP REDUCE THE POSTAL DEFICIT 


Somebody in 


Gentlemen 
According to press reports the Post Oftice 


Department Is faced with a deticit of 
$594,250,000. It has been calculated that at 


least $136,500,000 of this amount results 


from handling Third Class mail such as the 


unwanted advertising which accompanied 


our business reply envelope 
Now, why as a Taxpayer, should I con 
tinue to underwrite the deficit you produce 
program and at the 


with uur advertising 


ame time pa First Class rate for each 
letter that I write? 
There is only one answer to this prob 
lem. Advertising should only be carried at 
First Class rate. If you think your 


is valuable to me as a potential customer, 


product 


then it is worth the First Class rate to tell 
ne so 

This letter is an attempt to help reduce the 
Postal deficit. Your 
without benefit of a name and ad 


envelope is being re- 
turned 
dress thereby rendering your original ad 
vertising matter of little value. You have 
had to pay premium postage for its return. 
In addition I have pledged myself to re 
frain from using products advertised by 
direct Third Class mailing 
You will  probabl get many more of 
these returns as this movement gains popu- 
larity. It can, of course, be easily curtailed 
by paving your fair share of Postal costs 
und advertising by First Class mail 
Yours very truly, 
(no signature) 
4 Taxpayer and Potential 


User of your Products. 
Note: There is no law against the 
misuse of permit envelopes. But the 
Post Office “frowns” on it. If culprits 
postal inspectors will 
usually call and ask that the practice 
be stopped. 
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A LETTER 
WITHOUT A 
LETTERHEAD 


We liked the letter reprinted be 
low (from August Tiger's monthly 
bulletin). It was processed neatly on a 
plain white, 8Yax11 inch sheet. No let- 
terhead. We understand it was cre 
ated for Manhattan Storage by Kaplan 
& Bruck (advertising), New York. A 
good job of dramatizing the offer 
without a gadget. The only gadget in 
this case was ... the absence of a 
letterhead. 


Gentlemen: 


What's wrong with this letter? 

Look at it again! It has no letterhead! There 
is a blank space where our name should be. 
And if your girl were to file it, she would 
have trouble finding a place for it! 

Why this unconventional approach? 

Because we want to talk to you about FIL 
ING and FILES 


oftice will show that an 


A quick survey of your 
amazingly high 
percentage of your space is occupied by file 
cabinets 
all your files and transfiles, you are sure to 
find that much of their contents consists of 
probably 


never even looked at more often than once 


Actually, if you were to examine 


correspondence and data that is 


in six weeks. And some of it could be gather 
ing dust for months without being disturbed 
or needed. Multiply that by the $3 to 
$6 per square toot you are paying for your 
office space. Quite a sizeable suin, isn't it? 
And think of how useful that space could 
be - if it were being utilized PRODUC 
TIVELY! 
What to do about it? 


Scores of business organizations have found, 
however, that for a small fraction of what 
being paid for the office space they now 
occupy, out-dated files can be stored at The 
Manhattan Storage & Warehouse Co 
Most important of all, this is not dead 
storage, but your own PRIVATE ROOM — 
readily accessible to you and your employees 
every minute of the business day! You have 
your own ke and NO ONE ELSE BUT 
YOU can get into the room at any time 
Cost? As little as $5 PER MONTH! 


The enclosed card or a telephone call 


to Mr 


sentatives to your office 


Austin will bring one of our repre 
Entirely without 
our file and stor 
down-to 


obligation, he will survey 
age needs and make concrete, 
earth recommendations on how you can 
SAVE MONEY, GAIN VALUABLE PRO 
DUCTIVE SPACE by using Manhattan's 
office storage facilities. Or, if you prefer, 
stop in and let us show you the private 
rooms available in any size to ideally 
suit your requirements 


We look 
serving you 


forward to the opportunity of 


Sincerely yours, 
Signed: H. L. Fates 
President 
MANHATTAN STORAGE & 
WAREHOUSE CO 
801 Seventh Ave., 
New York 19, New York. 
Telephone Circle 7-1700 
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NEW YORK WELCOMES GEORGE RUMAGE 


On January 7. 1954, the Board of Directors of the DMAA staged a welcoming luncheon 
in the St. Moritz Hotel, New York, for the new Managing Director George Rumage. 
Many other associations sent representatives. Those (with posies) seated at the head 
table were (left to right): W. G. “Joe” Fischer (Reuben H. Donnelley), president, New York 
Mail Advertising Service Assn.; Paul Murtaugh (Research Institute of America), presi- 
dent, New York Hundred Million Club; Arthur Theiss (Patriot Life Insurance). DMAA 
secretary; Arch Crawford, Magazine Publishers Assn.; Herb Buhrow (McGraw - Hill Book 
Co.), DMAA treasurer; George Rumage; Larry Chait (Time, Inc.), DMAA president; Sidney 
Edlund, Man Marketing Clinic; Postmaster John Sheehan; Elon Borton, president, Advertis- 
ing Federation of America; Jim Mosely (Mosely Mail Order List Service, Boston), chairman, 
National Council of Mailing List Brokers; Blaine Wiley, executive secretary, National 
Industrial Advertisers Assn.; Felix Tyroler, executive secretary, New York Mail Advertising 
Service Assn. Many of George Rumage’s old friends joined with the ODMAAers in wel- 
coming him back to New York. 








Contributions 


to a cause invariably follow the 
same pattern as sales. When peo- 
ple buy freely, they give freely. 
When they tighten up on their 
spending, they do the same with 
their giving. This selective buy- 
ing is reflected in the present 
level of philanthropic giving. 


iF maintain your present level, 
or increase your contributor in- 
come in the months ahead will 
require more intensive selling. 
This primarily is a copy job —- 
the selling medium of your direct 
mail appeals. 


ce. copy writing service has 
helped many organizations in- 
crease their contributor income. 
Your inquiry will bring informa- 
tion on how we can do the same 
for you. 


WOULLEAME nu. PIROWT? 


Aa s Ss o Cc tA TF EE s 
27 Washington Place East Orange, N. J. 


Telephone ORange 3-2233 


Specializing in the counseling and drama- 
tizing of direct mail fund-raising. 











DIRECT MAIL VOLUME 


Now that figures are in for December 1953 . . . we can give you 
the comparative tabulations of DMAA estimates for the past four years. 
1953 showed a 7.9% increase over 1952. Direct Mail is growing. 
The dollar volume figures represent all money spent for Direct Mail 


. including production, mailing and _ postage. 


1950 1951 1952 1953 


$ 101,827,775 


January 378,375 $ 90,672,133 $ 99,516,152 


February 70.613.089 80.379. 898 95,709,310 98.142.249 
March 83.437.110 ‘ } 100,214,425 113,955,380 
April 75,895,856 ORT BRO 97 849,353 105.653.499 


May 76,452,347, 746,885 94,530,640 O7 8&R.529 
June 89,120,702 98,874,122 
Jul 9 9285 78.676,7' 88,664,382 99,757,573 
August 91,468,973 YO, 104,874 
September 99 862,486 098,332 
October 752,037 102,049,87 112,670,142 7,403,208 


November 5, 97,370, 101,134,574 
December 100,347, 


$918.660,4 $1.056.296.826 $1,171,088, 
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New TR. ix. TRAVELING RACK 


ing, mimeographing, sorting, in 
serting keep things moving 


| Ten Hook-On Trays speed up print 
| 
| in the mail room. Write for folder 


All-Purpose Metal Equipment Corp. 
| 255 Mill Street Rochester 14, New York 





He Read A Sales Letter 
written by Shurtleff 
Write for information about a 
“most unusual letter writing 
service.”” Shurtleff letters are 
100% guaranteed todo the job. 


FLAVEL H. SHURTLEFF 
1120 Wilson Avenue, Peoria 4, Mlineis 











An Ad Agency that Loves DIRECT MAIL 
Many agencies don’t want to ““monkey” 
with MAILVERTISING. (Some don’t have 
the know-how.) Direct mai! is no step 
child here! Please inquire on letterhead 


“Chat Fellow Bott’ 


Leo P. Bott, Jr., 64 E. Jockson, Chicago 





MAKE ‘EM LAUGH! 


Friendly prospects buy quicker. Make 
yours laugh with the “Let's Have Better 
Mottoes”” monthly mailings. Unusua! 
effective — economical — exclusive. Write 
for details on your business letterhead 
FREDERICK E. GYMER 

2125 E. 9th Sr. Cleveland 15, Ohic 
SSCSSSSSSSSSSSESSHCESCSSSE 





Makes 60 
Copies a 
Minute 


TURNS OUT« 
* PRICE LISTS 
* MAILING 

PIECES 
* POSTCARDS 
* BULLETINS 
* MEMOS 


ApEco 
Speedliner 
Duplicator 


WHAT IS SPEEDLINER DUPLICATING? 
it is @ low cost spirit copying method 
deally suited for producing attractive, neat 
colorful copies in quantities up to 300 from 
one master 
HOW DOES IT WORK? 
Yo just write, type, draw or trace on a 
SPEEDLINER master with carbon, then slip 
n PEEDLINER yt alll You are now 
ready to turn out clear copies 
HOW ARE DIFFERENT “COLORS USED? 
Simply by changing carbons as master is 
prepared. Any one to five colors—red—blue 
yreen—purple—black—may be used with 
nme master and copy w be produced in 
the colors of your choice 
WHAT 1S ‘ADVANTAGE OF COLORS? 
Y an turm out quickly unusually attrac 
tive sales letters, bulletins, price sts, no 
tces abels announcements office forms. 
work sheets, programs, drawings, etc 
DOES IT TAKE LONG TO MAKE MASTER? 
A letter w take same time as to type on 
regular letterhead. Handwriting, sketches 
drawings, et same time or less than on 
rdinary paper 
HOW ARE MISTAKES CORRECTED? 
Simply by using ordinary pen 
remove carbon from master 
WHAT ARE SIZE RANGES? 
The SPEEDLINER can be used for post card 
size to legal size 8'yxl4 
HOW EASY IS IT TO OPERATE? 
Extremely simple because there are no fancy 
gadgets or controls. SPEEDLINERS are ship 
ye ompletely assembled ready for mme 
ate use and fully guararteed for one year 
gach NEW SPEEDLINER IS "URNISHED WITH 
One ream of paper funnel pint fluid 
8 purple master units 2 black master 
ts sme each red, blue, green carbons 
nstruction booklet guar 


erasure to 


pilast over 


tee 
SPEEDLINER —_—— ARE REASONABLE 
Master units B'extl 00 to box 
to 4 boxes 
to 9 boxes 
Black to 4 boxes 
Carbons Box 
5 gallons 
11 gallons 
Speediiner Duplicator Bond 8x11 
16 Ib 1.25 ream 
20 Ib 1.65 ream 
Printed plicator Letterheads 
$5.00 per 1,000 Extra plus $4.00 
Composition First Order Only 
Colored Duplicator Paper .20 ream extra 
Standard 3 hole punch .20 ream extra 
Gummed Address Label 8'x11 33 on 
Package 25 sheets (825 | 
Package 500 sheets 
6 to 9 package 3.85 
10 or more packages . 
Plast Sheet Protectors ° toatl 
50 to 100 .12 ea 100 or more .10 ea 
Speediiner Tables Suitable for 
Other Office Machines Also 13.95 ea 
Additional helpful supplies available 


Purple | 
5 


. 
Orders totaling $15.00 or more prepaid 
Terms 1% 10 days, net 30 days 
Speediiners and supplies shipped prompt 
Order today or write for information 


SPEEDLINER COMPANY 
4404 Ravenswood Chicago 40, Illinois 


RATE CARD 
FOR DIRECT MAIL 


Real progress may be on the way in 
the lettershop industry. Across our desk 
this month came a super-beautiful pre 
sentation from American Mail Adver 
610 Newbury Street, Boston 15, 


Advertising Let 


tising, 
Massachusetts, called 
ters” 

Included in the “9 x 12” folder (yel 
low on jet black and beautifully litho 
AMA 


rate ¢ ard 


graphed) were 4 samples of 
produced letters and a “3 x 5” 
booklet (also lithographed yellow on 
black). The rate card explains and 
gives prices on 4 kinds of letters 
personally typed, carbon copy follow 
typed 
memo, matched filed-in offset letter, 


ups with attached personally 
and banner headline letter. Each kind 
of letter has its own rate schedule in 
various Quantities up to 100,000, 

The letters, a sample of each process, 
are perfection. Not to mention AMA’s 
top notch letterhead . magenta and 
gray on a white Strathmore laid writ 
ing. Really something. President Fran 
cis S. Andrews and all concerned de 
serve a great big pat on the back. 
Congratulations. 

The idea’s not new. Our old friend 
Stuart Webb, D. Stuart Webb, Inc. 
Baltimore, Maryland has been promot 
ing the rate card concept tor years 

made a speech on the subject at 
an MASA Convention back in 1930. 
Last year in Detroit, he made the very 
same speech again. Maybe the industry 


is ready now, Stuart, to accept the 


challenge of a rate card system. 

We hope so. It would be the greatest 
It would put 
an end to price Lettershop 
would devote their firing 


single advance in years. 
cutting. 
salesmen 
creative selling. 


hours would be 


line-time to positive, 
Thousands of man 
saved in time consuming estimating. 
Direct mail users would be able to hg 
accepting a pub 
no ifs, ands or buts. 


ure costs in advance, 
lished price 
That's the way advertisers buy news 
paper and magazine space, the way 
radio and TV time is bought. 

Why not direct mail? 
that a sound rate card system would 


Chances are 


raise the respect of the lettershop in 
dustry equal to that of mass media. 
It's bound to come. Why not now? 


“PHOOIE ON 
THE ECONOMISTS” 


(An editorial lette) 
by Samuel FE. Gold) 


This reporter enjoyed the _first-of 
the-year form letter mailed by always- 
enthusiastic Sam Gold of Lignum-Vi- 
tae Products _ 96 Boyd Ave., 
Jersey City, N.J. Sam had it processed 
on his unusual selling letterhead 
(which contains everything but the 
kitchen sink). 

We think it is worth reprinting be 
cause it gives you some idea of how to 
1954. At 
least it shows you how Sam Gold is 
planning to keep on hammering away 
without salesmen. Direct mail, with 
trade papers and conventions, has built 


plan to get more business in 
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an enormous business for Lignum 


Vitae Products. 


Dear Editor 

Phooie on the economists a 
“Economists” have met in 
Washington . . and issued their “pre- 
dictions” . a 5% w 10% Recession 


in 1954 ! ! 


Sooo000 the 


That should scare a lot of potential sales 
‘Recession 
Depression” . . is a 


underground because 
a first cousin to 
horrible word to a lot of people 

Of course some call it an “Adjust 
ment” and some call it a “Slight 
Depression” but whatever they call 
it 

I say “Phooie on the recession and 
all of its synonyms! 

What they mean is . that next 
year and the year after we are going 
to see { survival of the sellingest!” 

which is a phrase I coined when I ad 
dressed a National Convention of the Ven- 
tian Blind Industry in 1951 

Many people scare eas) both Con 
sumers and Business Men 

Franklin D. Roosevelt said, We have 
nothing to fear, but fear itself 

Fear of a Recession can casily set 
up a chain reaction which could have very 
gencral 
That's why it seems to me that 


bad results on business and our 
economy 
responsible people within business and in 
dustry and all media should do whatever 
they can to counteract this “psychology of 
fear’ 

My contribution in this endeavor ; 
which incidentall I have been preaching 
since 195] sf define an old word 
and its relation ft present day onditions 

And those business men, who have not 
been keeping their heads in the sand 
and their rear ends (so to speak) 


waving the Wind of Good 


Jusiness” 
when the going was free and easy in a 
Seller's Market and prepared for a 
hard competitive market will be able 
to enjoy the condition I am about 
to describe 
Here’s how to “Cook up the “con- 
dition” to which I refer 
1. Take a goodly portion of old fasuioned 
elling (means wearing out plenty 
of Shoe Leather and Tires' 


2. Get the services and advi of proper 
advertising and marketing counsel : 
(You need the right type of Guide, when 


vou're going “Hunting for Big Bear'”) 


3. Mix with aggressive smart sales prom¢ 
tion plans . (This means dust 
ff all the cort 
you've been using, which so many busi 


antiquated methods 


ness executives sa were 
to make us successful ill = these years’ 

and get in step with the “Atomic 
ME” «s and the 1600 mile-per-hour 


Air-Jet-Age we're in!) 


good enough 


idvertise in the type of media best suited 
to your product and services after the 
proper surveys and analysis have been 
made . . (This means : let the 
Experts and Specialists, tell you what's 
best. When you go to a Doctor ‘ 
you let him diagnose your condition 
You take his prescription 
less of the fact that the pill and 
or the bill may be slightly bitter 
Your Advertising and Marketing Coun- 
sel can give you “Business Penicil 


regard- 
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ANEW GLAD EMYCNON” ae 


creative design 


Combine Color — 
Illustrations — Message 
To Make Your Envelopes 
Get More Results! 


A good envelope does not only “enclose” . . . it 


= ’ . challenges! Tension “Creative Design” envelopes ore 


eee a 


«-. 





planned by our skilled art staff to make your mail 
or packaging more profitable by making it more 
appealing before it's opened! 


Creative design makes your mail “outstanding” . . . 
takes it out of the ordinary 
value .. . gets it seen. . 
read. It gives your envelope-packaged products eye- 
appeal, and helps move them off the shelf. 


- gives it attention 
. helps get it opened and 


Investigate Tension “Creative Design” today. And 
find out, too, about “Tension Inventions”: Envelopes 


tailored specifically to do new, unusual jobs . . . or 
old jobs better! (See the ad below.) 


PATENTED SAFETY TAB 
REINFORCES CLOSURE 
BURTAN COIN POCKET 
CARRIES SMALL CHANGE 
SAFELY 


KENSIOn, 


TENSION ENVELOPE Corp. 


ENVELOPES To Save 
You Labor, Speed Service 
Help Prevent Mistakes! 


aa 
Are Coins Your“+) 


Mail Prdblems?— : 


Here's an Envelope Brings Smal! 
Change Back Safely —Increases Returns! 


When you ask customers to return small 
change by mail—do you make it easy and 
safe for them to do so? Here’s an envelope 
specially designed for carrying coins and 
currency in complete safety. It incorporates 
Tension’s built-in coin pocket with safety tab 
to hold small change securely. 


Your prospects know this envelope is de- 
signed for mailing small change. They slip 
currency in it without hesitation—and trust it 
to the mails. This customer confidence brings 
you more returns. You run no risk of torn 
envelopes and lost remittances. Brings back 
paper money and checks, too! 


Write for a sample today! 


ey ll..= TENSION ENVELOPE CORPORATION 


New York 36, N.Y.—522 Fifth Avenue 
St. Lowis 10, Mo.—500! Southwest Ave 
Minneapolis 1, Minn.—129 North 2nd St 


Des Moines 14, lowa—19!12 Grand Avenue 
Kansas City 8, Mo.—!9th & Campbell! Sts. 
Ft. Worth 12, Texas—5900 East Rosedale 








, 
lin and the reaction on your busi 





ness body can be just as sensational as 


the true Penicillin can be on your ill 


SALES MESSAGE physical body.) 


Get the tools required t dig” into your 


and SAMPLE PRODUCT ge By oe 
tell the people you want to serve P 


again and again and again just why wu 


tnen advantage jor you fe serve 


+ © A 
them . (That means invest money 
Arrive 0, o” ‘Aa 74 in the proper “Sales Promotion Equip 
e¢*@e¢ ment just as you “Invest’’ money in 


the proper factor machiner and equip 





ment or store tixtures, etc. It will 
manutacture sales! 


And last but certainly not least 


help you to 
Get everybody . and | do mean 
everyhod) . mm your plant in 
every department rom the factory 
in the stock room in the 
shipping department the hice 
“ creryva here and everyor d\ nm your 
When you mail a sample of your prod- satiate pay Pong Me Ry 
: - ga zation We Sales inded 
uct with a sales letter — you'll find that (It's contagious. It spreads! And it will 


Bag-Velopes will... help develop more business for vou!) 


@ SaveTime —easy to pack —no ae a en a a 
tying, taping or ioae Good Raines in 1954 - je 
labeling And instead of a “Depression 

@ Save Money —no costly boxing, You'll be certain to have a 

wrapping or twine PROGRESSION 

@ Get Attention—because both letter pee dons thy vo 

and sample are Samuel E. Gold, 

received at the Secretary-Sales and Advertising 


same time. Manager 
LIGNUM-VITAI 


CORPORATION 
JERSEY CITY, N. J 


PRODUCTS 
Send for samples 


CURTIS 1000 INC. 
; ei st0n.ron 0 A GOOD 


HOUSTON TEX 
LETTER 








HARTFORD. CONN ST. PAUL, MINN CLEVELAND, O ATLANTA, GA 


—— ; Once each year the president of Dun 

GET TH E FACTS! & Bradstreet, Inc. (99 Church St., 

. New York 8, N. Y.) mails a general 

PHOTO-ENGRAVING COMPLETELY letter to all contacts of the company. 

EXPLAINED To THE LAYMAN These letters, coming at the beginning 

ae ; of a new year, are always good letters 
Now—'"‘brush-up" with this modern, complete and fully 


. : d ve y > > : " 
Shcheated Gain to enneunadinnsnedien eathats, WE and even though they bear the signa 


poges—Lavishly illustrated in black and white, and color ture of the president, we suspect Ad 
$2.00 vertising Manager A. M. Sullivan had 


per copy 


HORAN ENGRAVING COMPANY, INC. 


44 WEST 28th STREET, NEW YORK 1, N. Y. 


And don't forget Horan's 
“around the clock" 
service whether your My check for $ 
problem is 
black and white, 


benday or color process. 


Nome 


Street 


TOP NEGRO NAMES 


nly ompiled sts of top Negro names 

er 500,000 Professional and Business men and 

women plus members of leading social and civic 

ibs. A sts national. $15 per thousand includes 

addressing. Write today. Calvin News Service: 
101 West 46th Street, New York 


Ralph E. Harris Associates 


®* Hooven letters « Addressing 
© Photo-ofset pr nting @ 
© Multigraphing « ee 
Addressograph Plates Embossed 


014 Walnut Street.) MArket 
Philadelphia 7, Pa. } 7-7152 








Please send me (prepaid) 
book, “The Art and Technique of Photo-Engraving 


Tel. MU 9-8585 * Branch Office: Market 2-4171 


copies of your 108 page revised 


is enclosed 








NEW 1954 DIRECTORY OF 
MAILING LIST SOURCES 
JUST OFF THE PRESS 


"GUIDE TO AMERICAN DIRECTORIES 
for COMPILING MAILING LISTS” has just 
been released after 2 years of intensive 
research 

Contains detailed information on all 
available directories used in the compil- 
ing of mailing lists. Many directories to- 
taling over 200,000 names are sent FREE. 

$10 per copy includes 6 months free 
supplements. Add 3% tar in N. Y. C 


B. KLEIN & COMPANY 


27 E. 22nd St., Dept. 6, N. Y. 10, N. Y. 








his finger in the writing pie. 

The Reporter has reprinted these 
letters in the years past... so we 
will follow tradition and give you the 
letter of January 1954. It contains a 
lot of good sense . . .and some of 
you might want to write for the of 
fered booklet: 

Fellow Member of the Business Community 

I like to talk with people, and I suppose 
the most rewarding years of my life were 
those spent as a Dun & Bradstreet reporter, 
talking with people like yourself about bus: 
ness and its daily problems 

Most of us have a conversational soft spot, 
and mine is on the use of credit which, 
employed constructively, has such power for 
good, but when abused may cause injury 
You can see these benefits and hazards in 
your everyday life when you give or receive 
credit. A credit transaction is an investment 
of faith in the future, often the beginmiag 
of a long and friendly relationship. Cash !s 
confined to the present. “Cash on the barrel 
head” may be a shrewd deal between hard 


THE REPORTER 





trad 
profits and inspires con 


bargainers, but it doesn’t represent the 
ing spirit that builds 
tidence 
During the past 20 years I have seen many 
business; I 
but stay 


business 


small into big 


nave seen man more prosper 
vature of the 


itselt wr th shes ot the 


ma emnher 


owner. I have 


seen others fall by the wayside some 


thro fault their own, and some 


gn n 


because of mistakes in judgment manage 


avoided 
the 


ment errors which might have been 


it the were aware of the cause of 


trouble and to remedy it 


succeed at a location 
Isn't it know-how” 
the other? 
booklet called 


which contains 


choes me man 


nd another fai 


f one im the don t-knou ot 


We have prepared a small 
Getting Ahead In Business 


some observations on the hun 


small 


experience of 
enterprises. If you 
you the 
indicate 
able to 
and 


areas of Dusiness 


will write to nie we will send 


booklet, without cost, and if you 


our type of business, we may be 


idd a detailed stud of costs 


profit 
The 


stimulate 


perating 


margins in similar trades 


tunctiion of Dun & Bradstreet is to 


b and 
together. 


orders which are 


business bringing supplier 


buyer, creditor and debtor, closer 


We, like you, 
shipped, not 


exist on the 


declined, and we anxious 
moving 
risk to 


and 


are 


to do everything that will aid in 


merchandise without unreasonable 


suppliers, and at a profit to both buyer 
seller 


Ma yu 


fulence, and 


Year 


and 


with con 
protit in 
serving a public need during the months 
After all provide 
the inner glow of comes 
trade 
into opportunities. 


meet the New 


get both pleasure 
ought to 
that 
problems of 


thead business 
satistaction 
with meeting the dai 
and converting obstacles 


Won t ou 


hely us " we 


writk J 


can help you? 


whenever you can 


Sincerel urs, 
(Signed ) 
]. Wilson 


Newman, President 


NEVER UNDERESTIMATE 
THE POWER... 


We hope a few other chiselers will 
run up against a Boston lady by the 
name of Jane Sands. Jane operates a 
lettershop and creative direct mail 
service at 1105 Commonwealth Ave., 
Boston 15, Mass. In mid-July 1953 a 
new client engaged Jane to write copy 
for a letter and a card, and to handle 
the processing and mailing operations. 
Her only 
radio advertising scripts in which she 
detected some misleading statement and 
false claims. Jane insisted that her copy 
must be truthful and it required four 
different consultations before the final 
copy was accepted. 


source of information: some 


In the meantime, however, she had 
the paper 
stock and signature plate for the letter. 
At this point, the purchasing agent at 
titude stepped into the picture. Bids 
were asked for from Jane and others. 


been instructed to order 


FEBRUARY, 1954 


reply 
card 

OR ENVELOPE 
is 


“IN” 


the letter 





of a series 








the reply-o-letter 


7 CENTRAL PARK WEST 
(at Coiumbus Circle) 
Telephone Circle 5-8118 





J. J. Kent 
1234 River Rd. 
Hometown, U.S.A. 





"There seems to be no limit to the favorable 
returns one may experience when using Reply- 
says Tom Lozano, Manager, 


O-Letter...", 
General Sales Development Dep't. 


"WA 


"I know you will be pleased to learn that 
our specialty mailing 5,500 potential 
clients has drawn 986 replies, and they 


are still coming in." 


Whether you sell air travel, machinery, 
appliances, books or magazines, Reply-0- 
Letter's extra percentage of replies is a 
mighty comforting thing to have on your side. 
Some of America's best known advertisers 
agree - folks like Remington Rand, The New 
York Life Insurance Company, Harper's, 
Prentice-Hall to 


Simon and Schuster, 
mention just a few. 


We'll gladly send you samples and a copy of 
"IT WAS ANSWERS HE WANTED." 


our booklet, 


of 





Phone nearest sales office — or write REPLY-0-LETTER 7 CENTRAL PARK WEST, NEW YORK 23, N.Y 


INSERTING & MAILING CORP. 


Executive Offices: 2 Broadway, New York 4, N. Y. 
Plant: 515 Greenwich St., N. Y. 13, N. Y. Whitehall 4-3722-3-4-5-6-7-8-9 





TO 
OWNERS 
OF 
INSERTING 
AND 
MAILING 
MACHINES 





‘ * 


Similar Name. 


ing SERVICE: 


BUNDLE, TIE and BAG. 


4 SUPPLY You 
to Operate your 


Letters per Day 


without Obligation. 





y, 


it suits YOUR Convenience. 





DEPENDABIL 


iTY e 
Capital paid in $100,000.00 


RESPONSIBILITY 


We are Strictly a SERVICE Organiza- 
tion — Incorporated in 1949. 

@ We are SPECIALISTS in Machine Insert- 
ing and Mailing Operations. 

We SELL SERVICE. We do not Manu- 
facture Machines. Please do not Con- 
fuse us with any other Company of a 


® We offer and we perform the follow 


] — INSERT Your Printed Material into Envelopes. 
SEAL and METER. (We do this work 
Premises or in OUR Plant.) 

2-SoRT the Mail for Section 34.66 P. L. & R. 


in YOUR 


(We do this work in 


YOUR Premises or in OUR Plant.) 
3 DELIVER Mail to Post Office and obtain Signed 
Official Post Office Receipt 


Form 3606. 


with our Experienced Mechanics 
Inserting Machines on an 
Hourly Rate Basis to work in YOUR Premises 


We have a Minimum Production Capacity of 500,000 


Write or phone for PRICE LIST and CONSULTATION 
Ask for Mr. J. A. Davis, President 
Let us ASSIST You in Your LARGE Mailings and in 
Your EMERGENCY and OVERFLOW Problems when 


e SERVICE 





PAPPPA LAE LDAP PPPPP LPL APPPAL OE 


AAS SY 


My Mail Order Day 


St. Valentine’s Day has come and 
gone and although the depths ot win 
ter are still upon us, we can now look 
forward to the approaching Easter 
Season of Spring and good business. 
We note, in the 
that the Old 
plugging away 
products. A tew of the lads have really 
hit pay dirt. We just got in a notifica 
brokers that 
one mans customer list at 100, 
000. The product retails for $3.95 and 


exactly 21¢ to 


shelter magazines, 


Timers are still in there 


with a new line ol 


tion trom one of the list 


is now 


him 
However, despite the seem 


and costs 


$4.95 
produce, 
ingly high margin of profit, it is an 
excellent value and he is doing con 
siderable re-order business. Another 
company has gone over the quarter ot 


mark on an auto 


a million customer 

motive product. So, for some of th 

boys the sun is shining brightly in 

fact, Miles Kimbal’s active customer 

list is now over 1,000,000 
> > > 


names. 


Speaking of margins of proht, one ol 
my suppliers wanted to know w hy 
an apparently large gross proht 


ot a 


suc h 


was needed to make a success 
mail order item. I carefully explained 
to him where the theoretically high 
mark-up 


bills, printing bills, photography, pub 


was distributed postage 
licity, advertising, overhead, etc. He 
then said to me, “But that still seems 
to leave a good pgoht for you folks,” 
and | replied straight out of the Testa 
ment, “Thou shalt not muzzle the ox 
that treadeth the corn.” 
> >. > 
I'm an old Scripture quoter but I got 
out-quoted last week. Wrote a man 
that his $11.00 bill 
due that I would have 
him through his local bank and, that 
failing, would immediately commence 
legal action. Got back a letter explain 
ing his hard luck circumstances, en 
closing a limp dollar, and saying that 
furthermore the Bible tells “thou shalt 


not take thy law.” O.K., 


was so tar over 


to draw upon 


brother to 


watt. 
. . . 


brother, we'll 
Working on a plan to sell an item 


wholesale to retail outlets exclusively 
The 
know 
him that there were 100, 


man with the money 


what the potentials 


by mail. 
wanted to 
were. Told 


By Jared Abbeon 


000 possible retail outlets. If we con 
tacted only the top rated ($35,000 and 
and we were only to event 
of the 25%, and it we 


over) 25%, 
ually sell 5% 
only sold these people 5‘~ of their re 
quirements, we would be doing a 
gross business of $1,350,000 a year. It 
that I restrained 


man trom spending over 


was with difficulty 
the money 
$1,000 on the 
wanted to shoot the works at once, but 
as I told him, “although 5% of 5% 


isn't. So, let's 


initial test series. He 


ot 23°] sounds easy, it 
then if we see 
trom the 


some tests and 


take the 


make 
daylight, 


bankroll.” 


strings 


Under the heading of Interesting 


Conversation, | was called in as a con 
sultant a few days ago on the possi 
line of cos 


bilities of promoting a 


nationally by mail and 


zine advertising. The last time this 


metics mapa 


company had examined the _proposi- 
tion, it was figured out that to do a 
proper job a minimum of $155,000 
would have to be spent the first year 
to make a As I usually 
spend trom $100 to $1,000 to test a 
new item, the amount depending upon 
my faith in the item, | was naturally 
both curious and shocked to see a fig 


of $155,000 casually 


reasonable test. 


tossed on the 
I asked how come, and they showed 
‘ne that for a big company like theirs 
to devote the time of their various 
executive committees, vice presidents 
in-charge-of, adv. 


and big and little titles, that any prop 


managers, ipencies, 


osition of less than six figures to start 
not possibly interest them. All 
that 
big money to one man is peanuts to 


could 


of which goes to show what is 


another. 
>. . > 


Big belly laff the other afternoon. 
Fellow “never ever bought 
through the mail.” His new tie had a 
sort of familiar cut to it and so I asked 


to see the label. Sure enough! Haband 


said he 


of Paterson, New Jersey mail order 


neckties. His wife bought it for him. 
. * > 


1 am a veritable scrooge when it 
comes to tossing charitable and other 
solicitations in my large and commodi 


ous wastebasket. The slicked up, high 


pressure appeal of most ot them leaves 
me cold. However, | received one the 
other day from Mother Mary Dominic, 
O.P., of the Dominican Cloister of St. 
Alabama. The letter 
\fter you 

will 


Jude, Marbury, 
read 


like 


“Dear Friend 
know 


Starts: 
this letter, | 
throwing a brick at me. Fine! That's 
really what I want. Won't you please 
try?’ Accompanying the letter was a 
little “Memos 
Marbury.” simple 
constituted 


you feel 


printed folder, from 


These two torm 


pieces about the best ap 
peal I have read in some time and the 
strong vein of humor running through 


touch the heart 


certainly 
strings. I sent off a small gift. 
although I am not ol 


had al 


helped to 


Incidentally, 
faith, | 
spot for the 


the same have always 


sott Sisters ever since | 
spent some time under their care as a 
result of troubles incurred while play 
ing tootsie with the troops of the Hon. 
Mikado during the late 


ness. 


unpleasant 


Mother Marv Domini 


would be pleased to send you a copy 
of the “brick letter” and printed told 


I am sure 


you care to her. 


* * > 


er il request it ol 


PARENT'S 
mailing 
Mail Order products are not ‘sold 


magazine Says, In a 


piece received, “Successtul 
they re wanted.” True words were nev 
er spoken. If you want to sell via mail 
Nobody 
cares that ‘you want to drive a Packard 
mink 


a product it 


order, you have to fli a need. 


give the 


vou ll 


with seat covers, but 


public wants and 
end up on easy street. Now if I could 
only think up just what product it is 
that the public wants! 

> > > 


Versatility and the 
is the only 
the mail order game. Very few opera 


tors hit the payoff product the first 


try, try ag 
| 


spirit way to succeed 1n 


time out. As an example, in my own 
firm we are currently working on such 
diversified items as manicure sets, scis 
sors, boat patches, elephants for Re 
publicans, luggage, fishing knives, 
crutch ups, can openers, cosmetics, and 
a number of others the names of which 
are only whispered even within th 
confines of our executive offices. From 
the sublime to the ridiculous all is 


grist to the mail order man’s mill. 


a 
ww 
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Another shop got the order. The client 
refused to pay Jane’s bill for the paper 
stock, 


work. 


signature plate and creative 

Jane entered suit in the Massachus 
etts Small Claims Court. But the slick 
attorney for the client had the case 
moved to the Superior Court for trial 
by jury. Jane decided to go into the 
ordeal without an attorney. With the 
help of the clerk of courts, Jane learned 
how to file an appeal for an advance 
hearing. 


When they all 


on a December morning, Jane became 


finally met in court 


her own witness, attorney and did the 
repri 
for bringing the 


crossexamination. The judge 
manded the attorney 
case to the Superior Court and ordered 
that the charges be paid. When the 
attorney replied that he would see that 
she was paid, the judge stated: “Neve: 
mind seeing that the lady will be paid. 
Pay her right now.’ 
So one more chiseler bit the dust 

which is a good thing for direct mail. 


NOBODY, BUT 
NOBODY... 


undersold direct mail like Ber 

nice Fitz-Gibbon, ex-advertising man 
ager ol Gimbel’s, New York, did last 
month with her critical speech before 
the National Retail Dry 
ciation convention at the Hotel Statler. 
Flag-waving for newspapers as “the 
only constant medium that will bring 
traffic and sales to a store,’ Miss Fitz 
Gibbon’s talk consisted mostly of mud 
with tele 


Goods Asso 


slinging at other media 
vision and direct mail as her main tar 
gets. She said that it was foolish for a 
store to dissipate its budget on “frail” 
media other than newspapers. She stat 
ed that it doesn’t do any great harm to 
use occasional direct mail pieces (to 
use up the weight allowance in the 
charge bill envelope ); but she didn’t 
believe a customer is thrilled or flat 
tered by a personal letter from a store 
what she 


the big 


president which contains 
calls “this me and you stuff 
store president talking to little me and 
chatting things over just like old 
friends.” 
How an 


Miss Fitz-Gibbon’s stature could make 


advertising executive of 


such ridiculous statements is beyond us 
especially when later on in her 


talk she took considerable time to im 


press upon retailers that in newspapers 
“You have to woo the reader.” 
Perhaps a letter from th 
doesn't “thrill” the 


Fitz-Gibbon certainly 


store presi 
dent reader; but 
Miss 


alize the best 


should re 
“wooing” is personal . . 


the “me and you” stuff done by mail. 
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Review of a neu 


hook published by Printer’s In! 


HELP YOURSELF 
TO BETTER MAIL ORDER 


Authored by Robert A. Baker. 


If you think you're going to pick 
yourself up a warehouse full of doo 
dads for a song, place a couple of ads 
in the papers, then sit back in your 
new Cadillac while the Filipino house 
boy opens the orders you'd better 
not read this book. You'll be in for a 
big shock. 

On second thought, you should read 
it. If you've got any delusions of mail 
order grandeur, Mr. Baker's knowl 
edge will pick you out of the clouds 
and plant your feet squarely on the 
ground of mail order reality. He does 
this immediately with simple advice 
contained in the first chapter heading: 
“Take Off Your Rose Colored 
Glasses.” 

Here, the author gives you the facts, 
Mam. If 
glasses, forget the mail order business 
and go see a 3-D movie. It’s cheaper, 
and only the villain gets stuck in the 
end. Mr. Baker offers this handwrit 
ing on the wall, somber and truthful 
as Dragnet, itself: Only about 30 
of new mail order advertisers manage 
to survive the first year. One published 
report on 87 mail order advertisers dis 
closed that only 10 were still in busi 
ness at the end of five years. Another 
revealed that out of than 500 
mail order advertisers in one individ 
ual publication, only 27°, had ad 
vertised during the previous year. 

These sober death-rate facts may 
sound discouraging. But if you're will 
ing to throw away the rose colored 
specs and really learn successful mail 
order, you'll do well to heed the ad 
vice Mr. Baker outlines in the chapters 
that follow. 

This includes 
which he _ highly 
follow: 

1. Go Back To School: Use a check list 


of the best possible 


you must wear rose colored 


more 


these guide 
recommends you 


posts 


incentives you can get 
into every ad. Gain attenuon. Do a com 
plete selling jou. Key your ads. Make order 
ing easy. Consider both large and small 
space. Test. Learn. “Go back to school.” 

2. Watch The Company You Keep: Go 
where the traffic is, where other mail order 
advertisers are successful. Select media with 
percentage of 
re-check all 


the highest possible logical 
Check and 
mail order media. 
Shopping: Have you 
shopping sections for your own mail order 
operation? Production hints for shopping 
section and other small space ads. Shop 
yourself for editorial mentions. 


prospects possible 


3. Ge considered 


Price: $5.50 


Other Media: 
radio are hard to use for mail 


Check Radio, TV and 
Both TV and 
order Lots of people 


Don't laugh off 


Investigate thoroughly 
sull use classified sections. 
the comics, ete 

5. Open Up For Business 
duction. Keep records of 
sults. Install a good follow-up system 

6. Don't Let Your Customers Fade Away 
Go after sales. Sell them something 
else. Let your customers sell for you. Write 
friendly letters. Don't let them fade away 

7. Eat Meat and Potatoes: There's excite- 
nent and glamour in mail order . but 
there’s more meat-and-potatoes hard work 
Satisfy all complaints. Help your customers 
talk back. Stay within the law 
don’t make things true 
late, you're guilty 

s Never Stop There’s only one 
way to find the product 
ind business by your own festing. Never 
Sto] 


Streamline pro 
all procedures, re 


repeat 


Testumonials 
when you stipu 


Testing: 
answers tor your 


After you have learned these and 
any more basics, you’re ready to get 
a good sampling in the second section 
of the book (entitled “Bell Ringers’) 
of sound mail order advice. It contains 
a selection of articles on mail order 
which have appeared in Printers’ Ink, 
as well as eight bell-ringing mail order 
advertisements with descriptions by 
firms who used them. 

The third section stands alone as a 

practical Work Kit. It lists publica 
tions which publish a display adver 
tising mail order section; a list of 
publications which publish free edi 
torial publicity; and a list of magazines 
and newspapers which offer split-run 
testing facilities. 
Baker reaches 
in this volume is an apologetic one. 
His vast experience has taught him the 
golden rule of selling by mail: Mail 
order is a trial-and-error business. He 
explains that if you find, throughout 
the book, frequent hedging behind 
“usually” and “most advertisers find” 
no one rule works all 
the time, and almost anything works 
at least briefly in isolated cases. His 
task in writing the book was to pre 
sent the consensus of truths and nor 
mal expectancies of the mail 
business. 


The conclusion Mr. 


it is because 


order 


He apologizes for not being able to 
provide you with a magic formula. 
There is none. But if you will take his 
guide posts, work out your own spe 
cific answers for yourself then 
you've got the makings of a good 
menu. 











How To Get 
The Right Start 


Part Twelve: 


In Direct Advertising 


By Harrie A. Bell 


Section XI: 


MAIL ORDER 
ADVERTISING 
(Part 2) 


In selling goods by mail, some au 
thorities lay much stress on the ap 
peal of a special offer to get the action 
desired the forwarding of the or 


der. They point out the futility of 
trying to sell by mail any goods which 
ure easily procurable in nearby stores, 
unless the item you sell has some spe 
cial teatures, or is sold by you at a 
price advantage, or has some extra 
much in what 


they say although that isn’t the whole 


premium. There is 
story. For example, | may buy a cer 
tain book on layout because a pub 
lisher has been enterprising enough 
to bring it to my attention, whereas 
I could have bought that same book 
at the identical price by merely stop 
ping in at Wanamaker’s, Brentano's, 
well-stocked 


The key to successful sales by mail in 


or any other bookstore. 
this case would be the skill in selecting 
(to receive your mailing) a list of 
men and women known to be work 
ing on advertising problems involving 
the use of layout. 

The use of color has pretty well 
proved its value in direct advertising, 
and it is certainly a stimulation to in 
creased returns in much of the mail 
order currently used, or else the mail 
order practitioners are misreading their 
records. This is not to claim that a 
one-color folder will not, in some 
cases, pull as many orders as if an 
additional color were added. But there 
seems to be overwhelming evidence 
that added color more than pays its 
way, because practically all of those 
who are consistent users of direct ad 
vertising for mail order selling are us 
ing two colors or more in their print 
ing. Not only do they use extra color 
in printed pieces, but when letters are 
a part of the mailing, the simulated 
typewritten letters also simulate the 
two-color ribbon eftect that can be pro 
duced on a typewriter. 

It is scarcely likely that so much 


color is used in mail order mailing 


pieces just because someone believes 
it pays, because in no other use of 


direct advertising can actual results be 


so definitely checked as in mail order. 


In fact, no intelligent use of direct 


advertising in mail order selling 1s 


possible unless you do keep detailed 


records which you can analyze and 
use as your guide for future mailings. 
More than one color is used in mail 
order selling—-you may be sure—be 
cause repeated tests have proven that 
the cost of the added color is more 
than paid for by the increased orders 
received when added color is used. 

The mail order seller may have se 
cured his lists of prospects from various 
sources. He carefully “keys” the source 
of each name. When mailings are sent 
out in search of orders, he may use 
groups of names, from a number of 
varying sources. When the orders come 
in he notes which groups return him 
the greatest percentage of orders. For 
future mailings, the types of people 
who are his more likely buyers are, of 
course, the ones he uses. 

Making that specific, instead of gen 
eral, the manutacturer of a kitchen 
burnishing kit, for polishing the silver, 
slicking up the pots and pans, or 
similar kitchen chores, may decide to 
try to sell his item by mail. Having 
checked up the probabilities for suc- 
cess (as outlined earlier in this sec 
tion) he seeks lists of prospects. He 
can secure the names of garden club 
members, women’s club members, 
members of the women’s political 
clubs, and a special list of women who 
once bought a woman’s magazine but 
have since cancelled their subscriptions. 
From a manutacturer of food products 
he can also secure a list of women who 
magazine advertisement 
three months ago. On these various 
groups he makes his trial. Hundreds 
of thousands of people just like these 
will be available, if his ettort proves 
successful; but he proposes to make a 


answered a 


test. For this purpose, he selects only 
five thousand names in each of the 
groups, divided fairly evenly as to geo 
graphical location. 

Results from this test show him, 
perhaps, that one type of woman (the 
type who once subscribed to that wo 
man’s magazine, it may be) is more 
responsive than any of the others. 


Again, he finds that another name 


source (suppose it is the garden club 
women) buy his article in good quan 
tity, sufficient to net him a profit. 

Now he makes his plans for his 
standard procedure henceforth. Two 
groups are pulling good returns; use 
those sources for all the names avail 
able. In the meantime, analyze what 
different approach might improve re 
turns from a third source, which isn’t 
quite profitable. Discard entirely those 
sources which are too meagre in re 
turns to warrant further testing. 

The results of the test mailings 
might not work out as indicated above. 
It might be, for example, that all the 
types of lists pulled equally, but that 
the women in more rural \ocalities 
made up the majority of buyers. The 
point here is, that from the orders 
which do come in from his test mail 
ing, the manufacturer wili have to 
make careful analysis of where his 
future mailings should go; Le., to 
women in more rural areas. 

Elsewhere in this study I may in 
dicate that my enthusiasm for test 
mailing is not too warm, especially in 
those direct advertising efforts which 
aim to advance only one step in the 
sale. Much time and effort an money 
are wasted, I believe, in test mailings 
where the mailing piece being tested 
is, In 
stimulant. That is, tests are made ol 


itself, inadequate as a. sales 
mailing pieces that are not soundly 
grounded on a definite Basic Idea; 
which wander hither and thither in 
their appeal to the prospect, and 
which, sometimes, may be thoroughly 
sound, but have omitted to provide 
the easy means for the reader to send 
back his order. 

But despite all this, if there is any 
place in advertising where, with well 
planned sales printing, a test can be 
valuable, it is in mail order selling. 
To put it another way, mail order 
selling should be one long, continuing 
test, year in and year out. 
selling, like 
one-time ettort, is a 


Flash-in-the-pan mail 
any other 
gamble in any event. But if you have 
an article which your careful study 
leads you to believe can be profitably 
sold by mail, you'll start out from the 
very first with an adequate system for 
charting the effectiveness of each mail 
ing you send out. From various types 
of lists and from variations in style 
of mailings, you'll soon begin to learn 
what lists and what style mailings tend 
to bring in the most orders. But you 
cannot do this by mere recollection; 
your definite records of the details sur- 
rounding each mailing will be neces 
sary, and those records will soon come 
to be one of your most valuable tools. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





Helpful as they are in mail order 
selling, even tests can let you down 
when unusual conditions prevail. It 
would seem, therefore, that one test 
mailing is not so valuable as a continu 
ing series of test mailings. 

I remember calculating one Christ 
mas-time mail order effort and re 
porting to my customer my belief that 
the effort would not pay its own way— 
with no profits, but a small loss, after 
all the trouble and expense. He decided 
he must 
reasons: (1) that this mailing would 
introduce his goods to buyers who 


proceed, however, for two 


would repurchase during the year; and 
(2) that since his lists came from vary 
ing sources, he would learn this year 
what list sources to use for the next 
years Christmas mailing. 

The results were as expected: less 
than 2%. The size of an average 
order, however, was slightly larger 
than calculated, and so was the deficit 
larger. But my customer was delight 
ed, for he had uncovered a choice list. 
Of the six list sources only mediocre 
returns came in from five; but one 
class of prospects came back with 3% 
of sales, and from that source we could 
get almost unlimited names for next 
year. 

On such a splendid foundation the 
next year’s mailing was planned—an 
almost sure-fire profit of thousands of 
dollars, calculated on 3% returns at 
an average sale the same as last year. 
Conditions were practically identical, 
and our test had been a good invest 
ment against the coming year’s cer 
tain success. 

Only one thing went wrong. Just 
as 250,000 mailing pieces were to go 
into the mail, the bottom of the stock 
market dropped out. The great depres 
sion was here! Of course, the effort 
didn’t pay. 

I cite this unusual mishap to point 
my contention that tests cannot be 
expected always to be perfect criterions. 
Throwing all your money into the pot 
on the results you had from one test 
is certainly unwise. War scares, stock 
market conditions, New England hur 
ricanes, earthquakes, even surprisingly 
unseasonable weather may play against 
you. [It is more to hedge 
against the unpredictable by spreading 
your effort over more time and more 


sensible 


territory. 

Treatises dealing 
mail order selling discuss the subject 
of tests extensively, and I resommend 
you to them when making a special 
effort embracing the use of test mail 
ings. 

In all advertising, honesty is im 
perative. No matter how enthusiastic 
you may be over your product, it is 


specifically with 


FEBRUARY, 1954 


Rates $1.25 per line (75¢ Situation Wanted) Minimum 4 lines 


CLASSIFIED ADVERTISING 





ADDRESSING 
OUR LISTS ARE FREE 


Retailers - wholesalers - manufacturers 
Banks - churches - institutions 
We charge only for addressing 

SPEED - ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y. 





ADDRESSOGRAPH PLATES — 


Speedaumat plates embossed, three- 
line, on genuine Addressograph Alloy. 
$32.50 per thousand complete. Write 
for quantity discount. 

Advertisers Addressing System 
703 North 16th St. St. Louis 3, Mo 


Do you operate a SPEEDAUMAT? 
Write for free production information 
on addressing perforated gummed la- 
bels using your list attachment. Box 


104, The Reporter, Garden City, N. Y 





ADDRESSING PLATES 


If you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 
Write to Box 101, The Reporter 
Garden City, New York 





ADVERTISING AGENCIES 


For pulling direct selling mail order ad- 
vertising campaigns in newspapers, 
magazines, trade papers, consult Mar- 
tin Advertising Agency, 15 E. 40 St, 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 
Use this ADVERTISING “DEPART 
MENT™ on Retainer or Job Basis. 
Sound, scintillating Ideas, Copy, Lay- 
out, Production. Test Ads, Catalogues, 
Enclosures, etc. MONEY-MAKERS! Box 
102, The Reporter, Garden City, N. Y. 





FOR SALE 


SAXMEYER TAG STRINGER 
No. 7187 —— Used Very Little & In 
New Condition. Cost $570. 
Make Us An Offer. 

L. P. McAdams Company 
301 John — Bridgeport, Conn. 


Addressograph Machines and Equip- 
ment—I! Model 3405 with many extras 
and lister, | Model 1955 with lister, 
30 DB-70 Cabinets and drawers, olive 
green. Many smaller items, including 


Locktab B Frames. S. V. D. Catholic 


Universities, 316 NM. Michigan Ave,. 
Chicago |, Ill. 





HELP WANTED 
MAIL ORDER firm in Wisconsin needs 


creative man to help spark ideas and 
design unusual Christmas cards. Need 
not be a finished artist. Chance to learn 
mail order promotion. Write Box 103, 


The Reporter, Garden City, N. Y. 


HELP WANTED 
ADVERTISING SALESMAN 


Advertising Salesman or Publisher's 
Representative wanted by old estab 
lished firm publishing cooperative mail 
order catalog mailed monthly to 100, 
000 Industrial Firms and Custemers— 
to sign up participants; 15% commis 
sion and repeat orders assure substan 
tial income. Industrial Mail Order 


Corp., 131 W. 53rd St., N. Y. C. 19. 





LISTS 
CANADA'S BEST MAILING LIST 


200,000 live names on Elliott stencils 
Call your list broker —- TODAY 


or Tobe’s, Niagara on the Lake, Canada 


HARD TO GET LISTS 
Interested in reaching students? 500 
1954 High School students, $2.00-100, 
2000 Co-ed University students; year, 
subject, fraternity, $2.00-100. PHOTO 
PRODUCTS, 210 Fifth Avenue, New 
York 10, N. Y. 





OFFSET CUTOUTS 


headings, _ illustrations, 
cartoons, symbols, borders, panels, 
holiday art, type fonts, deceration, 
for offset reproduction. Most complete 
service in U. S. Free descriptive book 
let. A. A. ARCHBOLD, Publisher, 
1209-K S. Lake St., Los Angeles 6, 
Calif 


Promotional 





PROMOTION AIDS 
a promotion depart 
ment, you need these booklets: (1) to 
train new people on how to think 
about direct mail (2) to have a source 
of check-lists for the experts (3) for 
evidence on how other users use the 
mails (valuable in preparing budget 
reports fer management, for justify 
ing recommendations). 
How To Think About 
Mail 
How To Think About Read 
ership in Direct Mail 
How To Think About Letters 
How To Think About Mailing 
and Production 
How To Think About Show 
manship 
How Direct Mail Solves Man 
agement Problems 


Direct 


Be sure all six are in your direct 
mail library. One dollar aniece. $5.00 
for all six. Send check to The Reporter, 
224 7th Street, Garden City, New York 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $15.00 PER YEAR 























ACETATE SHEET PROTECTORS 
A. G. Bardes Company. inc 437 WN. 5th Street, Milwaukee, Wis 
ADDRESSING 
Ace Typing Service 467 Second Avenue, New York 16, N.Y. 
Advertising Enterprises 82-66 Grenfell Street, Kew Gardens, N. Y. 
Creative Mailing Service 460 No. Main St., Freeport, N.Y 
Del! Letter Service 61-07 159th St., Flushing, N. Y. 
Fair Mail Service 417 Cleveland Ave., Plainfield, NJ 
Nationa! Advertising Service, Inc 2055 N. 17, Kansas City 4, Kansas 


ADDRESSING MACHINES 
Addressing Machine & Equipment Co...326 Broadway, New York 7, N. Y 
Saver & Wallingford 143 West Broadway, New York 13, N. Y 
ADDRESSING — TRADE 
Belmar Typing Service 107-32 104th Street, Ozone Park, N. Y 
Shapins Typing Service cece 68-11 Roosevelt Ave., Woodside, N.Y 
Star Typing Service 45-21 162nd St., Flushing, New York 
Victor ...130 Flatbush Ave., Brooklyn 17, N.Y. 


ADVERTISING AGENCIES 
Frederick Asher, Inc. Advertising 20 N. Wacker Drive, Chicago 6, II! 
institute of Sales Promotion 131 Lafayette Street, New York 13, N.Y 
The Jav 4. Maish Company On Gospel Hill, Marion, Ohio 
Martin Ad Agency (Direct Selling Mail Order 15 PA. E. 40, N. Y. 16, N.Y 
Roskam Advertising (Mai! Order 1430 Grand, Kansas City 6, Mo 


ADVERTISING ART 

424 Madison Ave., New York 17, N. Y 

124 West Clinton Ave., Tenafly, N. J 
1430 Grand, Kansas City 6, Mo 


The Jefferson Company 
Raymond Lufkin 

Roskam Advertising (Mail Order 
Trapkus Art Studio (Small Ads 349 Tenth St., Moline, Iilino’s 
Harry Volk Jr. Art Studio 400 Central Building, Atlantic City, N. J 


AUTOMATIC TYPEWRITERS 
American Automatic Typewriter Co...14 N Carpenter Sdr Chicago 22, III 


AUTOMATIC TYPEWRITING 
Ambassador Letter Service Co TTT Stone St., New York 4, N.Y 
Arrow Letters Corr 307 West 38th St New York 18, N.Y 
MacCallum Letter Service 7 So. Dearborn St., Chicago 3, Ill 
W. J. Reynolds & Company 109 North Dearborn St., Chicago 2, Illinois 


BINDING 
148 Lafayette Street, New York 13, N.Y 


BOOKS 
The Art & Technique of Photo Engraving, Horan Engraving Co., N.Y. 1, N.Y 
Art for Reproductior Repro Art Press, 80 Sth Ave., New York 11, N.Y 
BUSINESS CARD SERVICE 
270 Lafayette St., New York 12, WN 
CARTOON ADVERTISING 
Ray Thompson Cartoon Studio Box 134, Wyncote, Pa 
CATALOG PLANNING 
101 West 55th St., New York 19, N.Y 
150 West 34th St., New York 1, N. Y 


COPYWRITERS (Free Lance) 
Leo P. Bott, Jr 64 E. Jackson Bivd., Chicago, 4, Ill. 
Ear! McClement. .A-21 Ogontz Manor, 5600 Ogontz Ave., Philadelphia 41, Pa 
Edward W. Osann 175-35 88th Ave., Jamaica 32, N. Y 
Orville E. Reed First National Bank Bidg., Howell, Michigan 
Roskam Advertising (Mail Order 1430 Grand, Kansas City 6, Missouri 
Flavel H. Shurtleff 1120 Wilson Ave Peoria 4, Iilinois 
Dick Sutherland—Business Ideas 1609 NE 23rd St., Ft. Lauderdale, Fla. 
John Yeargain 442 East 20th St., New York 9, N.Y. 


DIRECT MAIL AGENCIES 
57 East Jackson Bivd., Chicago 4, Ill. 
Lincoln-Liberty Bidg., Philadelphia 7, Pa. 
Chase and Richardson, Ir 9 East 45th St.. New York 17, N.Y 
Dickie-Raymond, Inc Sheraton Bidg., 470 Atlantic Ave., Boston, Mass 
Dickie-Raymond, inc 21 Fifth Avenue, New York 17, N.Y. 
Direct Mai! Services 175 Luckie Street, N. W., Atlanta 3, Georgia 
Duffy & Assoeiates, Inc 918 North 4th Street, Milwaukee, 2 Wisconsin 
The Folks on Gospel Hill 400 S. Main Street, Marion, Ohio 
Frederick E. Gymer 2123 East 9th St., Cleveland 15, Ohio 
institute of Sales Promotion 13) Lafayette Street, New York 13, N.Y 
Mailograph Co., Inc 39 Water Street, New York 4, N.Y. 
Proper Press, Inc 129 Lafayette Street, New York 13, N.Y. 
Reply-O Products Co 7 Central Park W., New York 23, N.Y. 
Roskam Advertising (Mai! Order 1430 Grand, Kansas City 6, Mo 
Sales Letters, Inc 250 West 49th St., New York 19, N. Y 
John A. Smith & Staff 11 Beacon St., Boston 8, Mass 
Carl G. Vienot, Inc 134 Summer S?., Boston 10, Mass 


DIRECT MAIL — DEALER HELP 
National Advertising Service, Inc 2055 N. 17, Kansas City 4, Kansas 
DIRECT MAIL EQUIPMENT — MANUFACTURERS 
All Purpose Meta! Equipment Co 55 Mill Street, Rochester 14. N.Y 
8B. H. Bunn Company 7605 South Vincennes Avenue, Chicago 20, Ill. 
Davidson Corporation 29 Ryerson St., Brooklyn 5, N. Y. 
Felins Tying Machine Co 3351 North 35th St., Milwaukee 15, Wisconsin 
National Bundle Tyer Company Blissfield, Michigan 
Speediiner Company 4404 N. Ravenswood Ave., Chicago 40, II! 
DIRECT MAIL — GIFTS 
George E. McWeeney Co 120 Milton Avenue, West Haven 16, Conn. 
ELLIOTT STENCIL CUTTING 
Address-O-Rite Stencil & Machine Co...64 W. 23rd St., New York 10, N.Y 
Clear Cut Duplicating Co 149 Broadway, New York 6, N.Y 
Creative Mailing Service 460 North Main St., Freeport, N.Y. 
ENVELOPES 

American Envelope Mfg Corp 26 Howard St.. New York 13, N.Y 
The American Paper Products Co " East Liverpool, Ohio 
Atlanta Envelope Co.. 1700 Northside Drive, P.O. Box 1267, Atlanta 1, Georgie 
Boston Envelope Co..... ; 397 High St., 

The Clasp Envelope Company, Inc 98 Bleecker St.. New York 


Publishers Book Bindery, Inc. 


atalog Planning Company 
llen Rapp Studios 


Homer J. Buckley 
The Buckley Organization 


Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, IIl., Chicago Sub. 
Samve! Cuppies Envelope Co., ae . 360 Furman St., Brooklyn 2, N.Y. 
Cuppies-Hesse Corp 5 N. Kingshighway Bivd. St. Louis 15, Mo 
Curtis 1000 Incorporated Copin to "Av e & Flower St., Hartford 6, Conn. 
Delta Envelope Co,..1166 Terminal St., P. O. Box 2523, Memphis 2, Tenn. 
Detroit Tullar Envelope Company soe 14th St., Detroit 6, Mich. 
Double Envelope Corporation P. O. Box 658, Roanoke 4, Virginia 
Garden City Envelope Co... ..-3001 North Rockwell St., Chicago 18, ili 
The Gray Envelope Mfg. Co -33rd St. Brooklyn 32, N.Y 
Heco Envelope Company 4500 Cortland St., Chicago, 39, Ill. 
McGill Paper Products, ...301 Park Ave., Minneapolis 15, Minn 
Orgier Envelope Co Inc Le Peg ‘St., — lyn 32, N. Y. 
Rochester Envelope Co treet, Rochester 14, N.Y 
The Standard Envelope Mfg. Co “Yé00" Eest 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation 522 Fifth Avenue, New York 36, N.Y. 
Tension Envelope Corporation 19th & Campbell Sts., Kansas City 8, Mo. 
Transo Envelope C 3542 N. Kimba!l! Avenue, Chicago 18, Illinois 
Transo Envelope C 22 Monitor St., Jersey City, New Jersey 
United States Envelope a abate - Springfield 2, Mass. 
The Wolf Envelope Comp 749 81 E. 22nd S Cleveland 1, Ohio 
ENVELOPE SPECIALTIES 
Columbia Envelope Co. 2015 N, oy Ave. a Park, I1!., Chicago,Sub. 
Curtis 1000, Ir Capito nue and Flower St., Hartford, Conn 
Garden City Envel lope Co. 3001" North Rockwell St. Chicago 18, III 


Tension Envelope Corporation 19th & Campbell! St Kansas City 8, “Wo 
FOREIGN POSTAGE 

Foreign Postage Service 6 Lahey Street, New Hyde Park, New York 

IMPRINTERS — SALES LITERATURE 
L. P. MacAdams Company 301 John Street, Bridgeport 3, Connecticut 
Wolfe Imprinting Company ..52 Pearl St., Buffalo 2, N.Y 
INVISIBLE INK POSTCARDS 

Morley W. Jennings East Orange, New Jersey 
LABEL PASTERS 

Potdevin Machine Company 2 Nort Teterbos N. J 

LABELS 

Penny Label Company... sass -9 Murray St., New York 7, N.Y. 

M. Victor 130 Flatbush Avenue, Brooklyn 17, N.Y 
LETTER GADGETS 

Hewig Company ..45 West 45th St., New York 19, N.Y. 

A. Mitche 11] West Jackson Bivd., Chicago 4, Illinois 

A. August Tiger 545 Fifth Avenue, New York 17, N. Y 

LETTERHEADS 

Brunner Printing Company, In ...190 Jefferson Ave., Memphis, Tenn 

Harper Engraving ana Printing Co 283 E. Spring St., Columbus 15, Ohio 

R. O. H. Hill, Inc 270 R Lafayette Street, New York 12. New York 

Letterart Carme! 6, Indiana 


Msil ADDRESSING STICKERS 

Eureka Specialty Printing Company. Scranton, Pennsy!vania 
MAIL ADVERTISING SERVICES (Lottershops) 

Acme Mail Advertising Co 1301 Dodge St Omaha 2, Nebraska 
Advertisers Associates, Inc 1627 Penn Ave., Pittsburgh 22, Pa 
Benart Mai! Sales Service, inc 228 East 45th St. New York 17, N.Y. 
Century Letter Co., Inc. 48 East 2!st St.. New York 10, N.Y. 
Mary Ellen Clancy Company 250 Park Avenue, New York, N. Y. 
A. W. Dicks & Co x r Toronto 2, Ont., Can 
Fair Mail Service oeee Cleveland Ave. Plainfield, N.J. 
The Folks on Gospel! Hill... 400 S. Main Street, Marion, Ohio 
General Office Service, inc 527 6th St., N.W., Washington 1, D.C 
Ralph E. Harris Associates 914 Walnut St., Philadelphia 7, Pa 
Inserting & Mailing Corp 2 Broadway, New York 4, 
The Lemarge Company 417 S. Jefferson St., Chicago 7, 
The Letter Shop .214 Mission St an Francisco 5, 
Long Island Letter Service 95 Mineola Blvd Mineola 
MacCallum Letter Service 7 So. Dearborn St., Chicago 3, lil 
Mailograph Co., .39 Water St., New York 4, N.Y. 

.200 Adelaide St., West. Toronto 1, Ont., Canada 
National Advertising Service, Inc 2055 N. 17, Kansas City 4, Kansas 
Premier Printing & Letter Service 620 Texas Ave., Houston 2, Texas 
Rochester Consumer Advertising Corp 210 Lyell, Rochester 6, N.Y 
The Rylander Company 216 West Jackson Blivd., Chicago 6, Ill 
Woodington Mail Adv. Service 1304 “Arch St., Philadelphia 7, Pa 

MAILING LISTS—Brokers 
* Archer Mailing List Service ..140 West 55th St., New York 19, N.Y 
* George R. Bryant Co. of N.Y., Inc. ..595 Madison Ave., New York 22, N.Y 
* George 8. Bryant Co 75 East Wacker Drive, Chicago 1, III 
* Walter Drey, Inc 333 N. Michigan Avenue, Chicago 1, Iilinois 
* Walter Drey, Inc 157 Federal Street, Boston, Massachusetts 
* Walter Drey, Inc.... 257 Fourth Ave., New York 10, N.Y. 
* Guild Company.... 160 Engle Street, Englewood, New Jersey 
* Lewis Kleid Company. 25 West 45th St., New York 36, N. Y 
* Willa Maddern, Inc 215 Fourth Ave., New York 3.N.Y 
* Mosely Mail Order List Service 38 Newbury St., Boston 16, Mass 
* Names Unlimited, inc..... 352 Fourth Ave., New York 10, N.Y. 
* D. L. Natwick 136 W. 52nd St., New York 19, N.Y 
Roskam Advertising (Mai! Order) 1430 Grand, Kansas City 6, Mo 
Sanford Evans & Co. Ltd 165 McDermot Ave., Winnipeg, Canada 
* James E. True Associates. ...419 4th Ave., New York 16, N.Y 
* Members — National Council of Mailing List Brokers 


MAILING LISTS—Compilers & Owners 

Allison Mailing Lists 400 Madison Ave., New York 17, N. Y 
Arrow Industrial Lists 532 Main Street, Holyoke, Massachusetts 
Associated Advertising Service 613 Willow St., Port Huron, Mich 
Bodine’s of Baltimore 444 E. Belvedere Ave., Baltimore 12, Md 
Bookbuyers Lists, Inc 363 Broadway, New York 13, N.Y 
Boyd's City Dispatch, !nc.. 114-120 East 23rd St., New York 10, N.Y 
Calvin News Service 

Catholic Laity Bureau 

Creative Mailing Service 


45 West 45th Street, New York 36, New York 
460 No. Main St., Freeport, New York 


101 West 46th St., New York 36, N.Y. 





333 N. Michigan Avenue, Chicago 1, Illinois 
157 Federal Street, Boston, Massachusetts 
257 Fourth Avenue, New York 10, New York 
Hillen Rd., Towson 4, Me 
565 Fifth Ave., New York 17, N.Y. 
.45 Astor Place, New York 3, N. Y. 
Jewish Statistical Bureau ...320 Broadway, New York 7, N.Y. 
B. Klein & Company .27 East 22nd St., New York 10, N.Y. 
Kozak ‘ 147 South Lyon Street, Batavia, N.Y. 
_ Walter S. Kraus Co ..48-01 42nd St., Long Isiand City 4, N.Y. 
|-Ad Co. (ean 469 So. Robertson Bivd., Beverly Hills, Californis 
Map eton Service Company 339 Kings Highway, Brooklyn 23, N. Y. 
Market Compilation Burea 11814 Ventura Bivd., N. Hollywood, Calif 
Montgomery Engineer ng Company 8500 - 12 St., Detroit 6, Michigan 
J. R. Monty Turf Fan Lists ‘ 201 East 46th St., New York 17, N.Y. 
Official Catholic Directory Lists 12 Barclay St., New York 8, N.Y 
W. S. Ponton, Inc 50 East 42 Street, New York 17, N.Y 
Rochester Consumer Advertising Corporation 210 Lyell, Rochester 6, N.Y. 
Herbert A. Watts Limited 177 King Street West, Toronto, Canada 
MAIL ose CONSULTANT 
Whitt Northmore Schultz 115 Old Elm Lane, Glencoe, Illinois 
MATCHED STATIONERY 
Tension Envelope Corporation 19th & Campbell! Sts., Kansas City 8, Mo. 
MIMEOGRAPH MACHINE 
Addressing Machine & Equipment Co...326 Broadway, New York ve Ue We 
MULTIGRAPH ey 7 
Chicago Ink Ribbon Company 9 So. Wells St., Chicago 6, II! 
MULTILITH & ner MACHINES 
Addressing Machine & Equipment Co...326 Broadway, New York 7, N. Y 


PAPER MANUFACTURERS 
The Beckett Paper Company Hamilton, Ohio 
Eastern Corporation , ° . Bangor, Maine 
Esleeck Manufacturing Company Turners Falls, Massachusetts 
Fox River Corp .Appleton, Wisconsin 
W. C. Hamilton & Sons Miquon, Pennsylvania 
Hammermil! Paper Company. . a Erie, Pennsylvania 
International Paper Company 220 East ‘42nd St., New York 17, N.Y 
McLaurin-Jones Company Brookfield, Massachusetts 
Mead Sales Co Public Ledger Bidg., Philadelphia 6, Pa 
Mohawk Paper Mills, Inc 465 Saratoga Street, Cohoes, New York 
Neenah Paper Co Neenah, Wisconsin 
Nekoosa-Edwards Paper Co Port Edwards, Wisconsin 


PARCEL POST MAILING BOXES 
Corrugated Paper Products, Inc 2235 Utica Ave., Brooklyn 34, N. Y 


Walter Drey, Inc 

Walter Drey, Inc 

Walter Drey, Inc 

Drumclift Advertising Service 
Dunhill List Company, Inc. 
industri al List Bureau 


Rule No. 1 that you tell no untruth, 
either in word, illustration or by im 
plication. Rule No. | applies in mail again. The measure of what you prom 


order selling, and never let that slip 
your mind. 

If your product is the finest pro 
curable, there is nothing dishonest in 
saying so, although many have found 


the use of superlatives in copy less ef shirts sold only 


fective than it used to be. But if tically, I sent in my 
appearance of the new shirts was up they are furnished seem reasonable 
Months afterward | 


your product is in the medium quality 
class, don’t imply that it is more than to description. 


that. An honest description of its fea found the wearing quality also as 
promised. And about 
vantages, clearly portrayed, are quite lative in that advertising had _ been, 
can buy at this of prospects are otherwise available, 


tures, materials, and the uses or ad 


sufficient, if the price for which you “the best shirt 
sell it is right. price.” 

If you are trying to build up a 
business through mail order selling, 


you'll “get there” more quickly by you can build your own lists of pros 
pects. For many types of business such 
a hand-picked list is the most valu 
selling, however, 


developing buyers who know they can 
depend on your word. The buyer who 


opens his package (goods ordered from able. In mail order 
you by mail) should have the im it is often impracticable to do this. 


460 W. 34th ST., N. Y. C. 


mediate reaction of 
purchase, if you ever hope to sell him 


In the previous sections we described 
at length some of the ways in which liable firms guarantee correctness ot 
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satisfaction in his Resorting to purchased lists is more 


profitable. 
In almost any sizable city, and in ail 


ised, in comparison with what he sees the larger cities, there are firms re 
when he opens the package, should, ferred to as “list houses,” or “list 
if anything, be slightly in his favor. 
For many years I have purchased 
once or twice a year a certain make of 
mail. Once, skep 


brokers,” which make a business of 
furnishing the names of firms and of 
individuals. The classifications under 
which these names are grouped give 
first order. The you a wide choice. The prices at which 
comparison with the cost it would be 
to you to gather them yourself. 

For one who contemplates selling 
by mail, and to whom no sizable lists 


the only super 


list house is 
the answer to that problem. The re 


use of the facilities of 


their lists, with a reasonable percentage 
of change since last checked, and back 
up that guarantee by refund to you 
it the post office finds a larger per 
centage undeliverable. 


LOngacre 4-2640 





m page 16) 

cartoons profile 12 types of drivers who 
are a menace to the highways. The book- 
let is already in use on more than 2000 
industrial information racks. Other Ted- 
Howard titles will deal with the operation 
of the American business system, hob- 
bies, outdoor camping and living, child 
citizenship, etc. 


C. HOWARD THOMAS, vice presi- 
dent of National Publishing Co., Phila- 
delphia, Pa.. was named “Philadelphia 
Man Of The Year In Graphic Arts” 
during the Printing Week luncheon at 
the Benjamin Franklin Hotel sponsored 
by Printing Industries of Philadelphia on 
January 21. The award, consisting of an 
atmospheric clock and a certificate, was 
presented by Lane Taylor, president of 
W. C. Hamilton & Sons of Philadelphia. 
The Hamilton Paper Company instituted 
the award this year as an annual citation 
to the Philadelphia man who has done 
the most to aid the advancement of 
graphic arts. Thomas has been active for 
many years in the Printing Industry of 
America, and is now serving on the ad- 


visory commiuttee. 


CANADIANS will start next summer 
paying more for first class letters. The 
rate for local letters goes up from 3¢ 
to 4c. It will cost a nickel to mail a let- 
ter outside of any town limit. There 
was quite a fight in the House of 
Commons during January. We have 
read the record of the debate in Hansard, 
which is the equivalent of our Congres- 
sional Record. Our old friend, Bill Ham- 
ilton, formerly executive secretary of the 
Montreal Advertising & Sales Executives 
Club and now a Member of Parliament, 
did his best to stave off the increase with 
very sound arguments. He pointed out 
that the Canadian Post Office is operat- 
ing at a surplus rather than a deficit. But 
the opposition wasn’t strong enough 
against the government-sponsored postal 
bill. Second and third class rates got off 


without an increase because the con- 
sensus in the House of Commons was 
that the low rates were justified “in the 
broad national interest.” 


eed 


“SMELLS LIKE MONEY” is the 
headline stopper on a _ perfume-scented 
reprint sent to us by M. L. Woods of 
Television Age, 444 Madison Ave., New 
York 22, N. Y. It was a reprint of a 
perfumed ad for the XL stations (Pacific 
Northwestern Broadcaster & The Walker 
Co.) appearing in T.A.’s January issue. 
Although many advertisers have used it 
many different ways, perfumed ink still 
seems to get a lot of attention. Back in 
February, 1948, we printed the whole 
issue of The Reporter in perfumed ink ... 
our Back-Issue files for that date still 
smell like Chanel No. 5. 
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}] ARTHUR MARTIN KARL is car- 
rying his mail order clinic idea around 
the country (see December Reporter, 
page 32). He held two very successful 
clinics in New York last October at the 
Advertising Club. They were an out- 
growth of, or a continuation of, the mail 
order list session at Detroit. People in 
other cities were interested in the idea, 
so Arthur is making a trip through Kan- 
sas City, Denver, San Francisco, Los An- 
geles and possibly other cities during 
February and March. He will conduct the 
clinics with panelists made up of local 
mail order talent. An interesting and 
worth while experiment on which we 
may have a report later on. 


— 
eee 


[] MOTELS OUTNUMBER HOTELS 
2 TO1... according to a recent survey 
report from American Motel Magazine, 
5 S. Wabash Ave., Chicago 3, Ill. Total 
number of motels is now 50,576. Jack W. 
Payne, American Motel sales promotion 
manager, says that because of the rural 
nature of the motel industry, it offers a 
tremendous mail order market. Their 
survey shows that 34% of motel opera- 
tors buy direct from manufacturers . . . 
by mail. 

— 

eee 


[) REMEMBER THE COMMUNITY 
DEVELOPMENT PROGRAM  devel- 
oped by The Evansville (Indiana) Manu- 
facturers and Employers Assn.? We car- 
ried a story about it in the March 1953 
Reporter and the campaign won a top 
award in the 1953 Direct Mail Adver- 
tising Assn. “Best of Industry” contest. 
The program was also featured in the 
December 1953 issue of Changing Times, 
The Kiplinger Magazine. Now we get 
the news that H. F. Williams, Jr., public 
relations director of the association, who 
designed the campaign (along with Kel- 


ler-Crescent Company), has organized 
his own public relations agency to spe- 
cialize in community programs designed 
to attract young people to local careers. 
His headquarters, for the present, will 
remain at the association offices, located 
at 119 Locust St., Evansville 8, Indiana. 


eee 

[) FRIENDS OF ROSE RASHMIR 
will be sorry to learn of the death of her 
son (age 23) on January 14th. She was 
worried about him at the last DMAA 
convention in Detroit, and many have 
been writing to inquire. Mrs. Rashmir 
operates Market Compilation and Re- 
search Bureau, 11834 Ventura Blvd., 
North Hollywood, Calif. 


[) FIRST NATIONAL BANK in Dal- 
las, Tex. used an unusual die-cut effect 
for the cover of their 1953 Annual Re- 
port. A block of celluloid, printed to 
simulate the bank’s glass front doors, was 
tipped on over the die-cut on the second 
cover. Showing through from page one 
was a full-color picture of the bank's 
employees. It produced a warm effect... 
as though the employees were waiting 
inside the bank to offer a personal wel- 
come to the reader. Another good effect 
was the series of informal pictures of 
employees at work printed across 
the bottom of each page. A continuous 
caption accompanying the pictures ran 
for 32 pages. The whole report accents 
the human side of banking . . . so often 
neglected in most statistical reports. 


—_ 


[] PETER SCHALL can’t stay awav 
from water. Some months ago we re- 
ported that Pete had become “separated” 
from his job of promoting Florida's 
Silver Springs. On January 12 he became 
advertising-promotional director for 
Weeki Wachee, “Spring of the Mer- 
maids,” near Brooksville, Florida (P. O. 
Box 97). Weeki Wachee has become 
another famous tourist attraction with 
its underwater ballet of swimmers and 
deep divers viewed from the world’s 
only underwater theater and stage. You 
will probably be hearing a lot more of 
Weeki Wachee now that Pete is selling 
water again. 
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